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The purpose of this research is to study the influence of Word of Mouth (WOM), 
on Revisit Intention with the intervening effect of Destination Image. 100 
questionnaires were distributed to tourists who come to Mount Bromo through 
convenience sampling approach. The scales of measurement used in this study 
is Likert scale. Validity and Reliability of the measurement scale were established 
with the formula analysis correlation Product Moment Pearson and Cronbach’s 
Alpha. The technique of data analysis in this study use path analysis. Path 
analysis is a statistical method used to examine the hypothesized (casual) 
relationship between two or more variables. The empirical result from the path 
analysis suggests that Word of Mouth (WOM) has influence on Revisit Intention. 
Word of Mouth (WOM) consists of Organic Word of Mouth and Amplified Word of 
Mouth. Organic Word of Mouth has a positive significant influence on Revisit 
Intention.  Amplified Word of Mouth has a negative non significant influence on 
Revisit Mount Bromo but if through Destination Image, Amplified Word of Mouth 
has a positive significant influence on Revisit Intention. 
Keywords: Word of Mouth, Organic Word of Mouth, Amplified Word of 
Mouth, Destination Image, Revisit Intention. 
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Tourism is one of the major sectors of the world economy, as part of the 
national and international trade and service. Management of tourism affects the 
condition of destinations and host communities, and furthermore, the futures of 
ecosystems, regions and nations. Informed decisions at all scales are needed so 
that tourism can be positive contributor to sustainable development in keeping with 
its role as a significant source of both benefits and potential stress (WTO, 2004:7). 
Based on Kotler et al (1999:8), the tourism industry in the United State ranks number 
two in terms of job provider, absorbing about 12 million workers. In more than 50 
States, tourism is the largest industry. The worldwide tourism industry total sale 
exceeds $ 500 billion per year. This shows that the tourism sector can provide a 
great contribution to the economic growth especially for developing countries as 
tourist destination can provide employment opportunities, increase income, standard 
of living and welfare for local people as well positively impact other economic 
sectors. Moreover, tourism industry plays an important role in the development for 
many countries. Even in some areas show that the tourism industry is able to boost 
underdevelopment area and is considered as main source of income. According to 
Shah and Gupta (2000:9), tourism is promising for the development of a country, 
such as Northern India, Nepal, Indonesia, Philippines, and Vietnam), tourism is also 
very promising for the development of poor countries in the world. It can have 
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important impacts on the livehood of the world’s poor economy, but the impact is 
rarely well understood and sometimes more often is negative. 
Development of the tourism industry is not just happening in the United State. 
Tourism industry’s contribution to the world economy is now dominated around 2/3. 
In Indonesia, tourism industry also contributes for Indonesian economy. According to 
Mutis and Arofah (2012), tourism in Indonesia has emerged as an enormous branch 
of industry with tourism revenue approximately reach US$8.4 billion annually (2011), 
it was also generating direct and indirect employment opportunities providing job for 
more than 11 million people in Indonesia. This contributes nearly 5% (4.95%) to 
Indonesia’s GDP in 2011. Based on the Tourism Satellite Account Indonesia (2011), 
tourism has a strategic contribution for Indonesian economy, such as contribution to 
employment opportunities which account for 6.87% and its contribution to indirect 
taxes with 4.16%. The tourism development in Indonesia has significantly growth, 
even in 2002 the tourism industry has faced setback because of problems related to 
the terrorist threat. This makes the number of foreign tourists for several years 
significantly reduced. However, the number of foreign tourists has risen again since 
2007and growing faster in 2008 until now. 
Based on the Law of Republic of Indonesia No. 10 year 2009, it is mentioned 
that tourism is a collection of various kinds of tourist activities that supported a 
variety of facilities and services, provided by the central government, local 
governments, employers, and society. It becomes the destination for most people. 
Tourism provides “something” to tourists in the form of natural beauties such as 
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waterfall, valley, river, mountain, lake, biodiversity and other natural views, culture, 
and the other. 
Tourism objects in Indonesia are varies and one of those is Mount Bromo. 
People can felt interesting experience and not forgotten: tengger crater size is very 
large, scenic beauty is so great and the dramatic highland light. Mount Bromo has an 
elevation of 2392 feet above sea level with a landscape that is linked between the 
valleys and canyons with caldera or oceans of sand covering an area of about 10 
square kilometers. Some interesting aspects to be found these sites, among others 
are: sea of sand which is as big as giant caldera, Mount Batok and Pura Poten which 
lies in the middle of a sea of sand, Madakaripura waterfall, and traditional 
ceremonies of Tenggerese called Kasodo. (Probolinggo’s Booklet of Tourism 
Attractiveness, 2012: 1-8). 
Kasodo is a popular traditional ceremony in Indonesia that is commonly 
celebrated by Tenggerese tribe. The annual event is held on every of the 14th night 
of the Month of Kasada often known as Yadnya Kasada ceremony. In the ceremony 
of Yadnya Kasada, Tenggerese people will perform various events which are held 
streak for ten days. Further, the ceremony of Yadnya Kasada also celebrates various 
festival and competitions such as scripture readings Wedha, Piodalan or Selamatan 
Pura Poten, Tirta Mendak or taking the holy water in Pura Poten performed by all 
Tenggerese community, and prayers that end with throwing offerings at summit of 
Mount Bromo. The Tenggerese believe that throw out the offerings at the summit of 
Mount Bromo can bring welfare, safety, and happiness from Sang Hyang Widi, the 
supreme god they believe. 
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These religions activities have made interest for the tourists to visit, either 
domestic or foreign tourists. In this ceremony, foreign and domestic tourists can take 
part in the event because the ceremony is open to anyone who wants to come and 
worship together with the Tenggerese. Besides the cultural event, the beauty of 
Mount Bromo is popular throughout Indonesia and other countries. Based on Lonely 
Planet travel and tourists guidebook, the beauty of Mount Bromo has crowned as top 
three tourism destination in the world, after Mount Olympia (Greece) and Mount 
Elbrus (Russia). Moreover, Mount Bromo is one of the ten most memorable volcano 
according to Lonely Planet as compared to other mountains such as the following: 
a) Mount Hekla in Islandia 
b) Mount St. Helens in United State 
c) Mount Pinatubo in Philippines 
d) Mount Paricutan in Mexico 
e) White Island in New Zealand 
f) Stromboli in Italia 
g) Soutfriare Hills in Caribbean 
h) Hawaii Volcanoes National Park in the United States 
i) Rabaul in Papua Nugini 
j) Mount Bromo in Indonesia 
 
The popularity of Mount Bromo makes many domestic and foreign tourists 
visit to see the Mount Bromo. This is evidenced by increasing numbers of tourists 
that has visited this beautiful site. 
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Table 1: Number of Tourists Visits Mount Bromo in 2011-2013 













1 January - - 3.684 273 3.021 1.086 
2 February - - 3.020 222 2.177 285 
3 March - - 1.001 144 4.050 541 
4 April 706 499 3.391 395 2.767 705 
5 May 1.412 465 2.502 350 4.031 532 
6 June 2.315 275 1.630 242 6.137 609 
7 July 1.456 662 2.488 483 3.346 863 
8 August 553 1.100 1.402 441 - - 
9 September 3.829 541 2.042 386 - - 
10 October 1.358 697 1.152 263 - - 
11 November 1.117 255 461 792 - - 
12 December 1.267 126 699 640 - - 
 TOTAL 14.013 4.620 23.472 4.633 28.615 4.998 
 GRAND 
TOTAL 
18.633 28.105 33.613 
Source: Department of Culture and Tourism, Probolinggo, 2013 
Based on table 1, Mount Bromo has potential in becoming favorite tourism 
destination. Statistical figures have depicted that. Domestic tourists who come to 
Mount Bromo in 2011 reached 14.013 tourists and in 2012 increased to 23.472 
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tourists while foreign tourists increased from 4.620 to 4.633 tourists. In 2013, number 
of tourists has increased around 28.615 and 4.988 tourists for domestic and foreign 
tourists respectively. Hence Mout Bromo’s popularity increases in the last three 
years. 
The fame of Mount Bromo cannot separated from the marketing strategies 
that have been undertaken by various parties, such as organization of regional 
tourism, TNBTS (Taman Nasional Bromo, Tengger, Semeru) and travel agent. One 
of the marketing strategy that is commonly used is promotion. Promotion is a 
marketing communication which seeks to diffusing information, influence, and 
influences someone to be willing to accept a product (good or service) and use it. 
The most effective promotional activities and the cheapest is Word of Mouth (WOM). 
People are satisfied will be the spokesman for his experience when visiting 
the tourist destination in a more effectively and convincing than of any kind of 
advertising. According to Sernovits as cited by Pambudi (2009), said It doesn’t 
matter what you are selling. People would ask other people about products they 
want to buy before they decide to buy it. People further believe what is said by 
family, friends, co-workers and others when going to buy something, avoiding in 
advertising, brochures, pamphlets and other. (www.swa.com) 
Murphy et al (2007) conducted a research on tourism that depicts the 
importance of resources WOM on the decision making process of travel by tourists. 
This study described the effect of the difference between friends and relatives vs. 
other tourists on their travel choices. Further, the study drawn 412 samples of 
tourists who visited North Queensland were as respondents and found that. The 
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study compared the following four groups of respondents. The study showed that 
121 tourists get travel information only from friends/relatives. 105 tourists get travel 
information only from other tourists. 70 tourists get information about tourism from 
both, the friends/relatives and other tourists while 116 tourists do not get travel 
information instead of two. The result showed that information obtained by 
friends/relatives influential rather than other tourists on making decision in tourism 
destination. 
The study findings from Lo (2012) describe about the influence of Word of 
Mouth to destination’s perceived value, perceived risk, behavioral intention, tourism 
satisfaction and other interactions between these constructs. Several questionnaires 
have been distributed to Chinese tourist who has made the journey at least for seven 
days or more in Taiwan. The results of the questionnaire found that Word of Mouth 
(WOM) only impact the value of destination's perceived value and perceived risk but 
does not impact the tourist satisfaction and behavioral intention. 
Most recently, study conducted by Jalilvand et al (2012) examines the 
relationship among electronic Word of Mouth (eWOM) on destination image, tourist 
attitude, and revisit intention in the tourism industry. The result from this study is 
eWOM has influence on tourist attitude, revisit intention, and destination image. That 
influence can determine the impact of travel information on the tourists’ decision 
making process. The result depicted that eWOM positively impact on destination 
image, tourist attitude toward destination, and revisit intention. Since the internet 
makes easy access to information with short time and costs little, prospective tourists 
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tend to take advantage of the information provided by eWOM information as 
additional resources. 
WOM is one of marketing communication methods that are disseminated by 
someone to others directly (face to face). According to Word of Mouth Marketing 
Association (WOMMA: 2007), Word of Mouth is ”the act of consumers providing 
information to other consumers”. WOM is effectively influence someone because the 
information provided by other individuals usually considered as honest and 
unbiased. Someone tends to be more trusting of information about product that they 
had heard from their relatives compared to the information that is listed in the media. 
The aim was simply to create good image about the product and make customer 
return would hopefully tell their family and friends about their positive experience. 
Word of Mouth promotion happens when there is someone who tells others about 
the activities they are doing or activities they once did. For example, when a person 
has a BMW and was satisfied with the car then they will tell others about the 
advantages of BMW cars and advised to drive the car. WOM is often the reason for 
someone to learn about something they do not know and adapt to the new behavior. 
In addition, Word of Mouth is essentially free.  
There are two model of Word of Mouth (WOM), namely are organic word of 
mouth and amplified word of mouth (WOMMA, 2007). Organic word of mouth occurs 
naturally when people become supporters because they love the product and having 
naturally desire to share enthusiasm and their support to other consumers. It can be 
divided into two types of marketing communications, marketing communications 
derived from companies and marketing communications derived from consumers. 
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Marketing communication that originate from a consumer occurs in the form of the 
response is a result of the use of the products of a company. One thing to keep in 
mind by marketer is gossip among consumers have the power of persuasion that are 
thousand times more powerful than the power of even the most powerful salesman. 
A thousand times salesman suggestion about how great a product cannot compare 
with once of word of mouth the consumer to other consumer. Consumer is a center 
point as a good salesman to influence the other consumer. Amplified word of mouth 
happens when marketers launch a campaign designed to encourage or accelerate 
the WOM at a new community or existing ones. Marketing communications 
originating from the company occurred in the form of promotions and all sort of mix. 
The company is trying to inform the product or company to the community to let them 
know and then buy the products of the company. 
According to the survey conducted by Onbee Marketing Study (a subsidiary 
of Octavate Consulting Group) in collaboration with SWA magazine to 2000 
consumers in five major cities in Indonesia in 2010. The result is more than 86% 
consumers trust recommendation from friends and family at the time they decided to 
buy a product (www.bumn.go.id). The studies show that the average Indonesian will 
tell (buzz) or discuss positive things about a brand to seven people, while negative 
things will be told to eleven people (www.astaga.com). In addition, other study result 
also shows that a brand requires six positive recommendations for neutralizing the 
negative coverage was only one of a consumer. This attitude shows that the 
program is effective in Indonesia WOM will quickly create the credibility of a brand, 
which culminate in the brand recommendations by one person to another so that the 
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people will decide which product will be purchased. Marketers are being sued for 
more creative to convince consumers with a limited budget. The culture of Indonesia 
society often had discussed with friends or relatives, make WOM is very instrumental 
in building credibility and consumer’s confidence on a brand that they would 
recommend it. The following is how to implement WOM measurement: 
(1) Creating a database and monitoring the visitation patterns in operation 
(2) Training and empowering employees to acquire information from customers 
(3) Adding questions to customer surveys that relate to WOM activity 
(4) Conducting focus groups to understand what their customers usually talk 
about 
(5) Benchmarking satisfaction (Kaplanidou and Vogt, downloaded June, 29, 
2013). 
 
Increasingly intense competition among tourist destination make regional 
tourism organization should implement strategies to tour draws the tourists to come 
to their respective region. In addition using WOM as a medium for promotion as 
mentioned earlier, one of the things that are capable of attracting tourists to visit the 
spot of tourism is the beautiful scene and uniqueness of the attraction offered. The 
beautiful scene and uniqueness of Mount Bromo make destination tourism is getting 
known for many people. In every manufacturing company have different brand goods 
to form the image of the item. Same case with the name/brand of tourism; a tourist 
attraction can also be referred as image which is able to describe the attraction, after 
referred as the destination image. Destination image is one of the components that 
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are capable of being competitive advantages. At this point, destination image has a 
very important role in the marketing strategy of tourism, namely to create revisit 
intention behavior. The destination image is not only considered as a logo or symbol 
but also means a value that offered an attraction for tourists who come. Blain et al 
(2005) consider destination image as a significant factor in determining tourist 
choice. According to Echtner and Ritchie (1991) in Blain et al (2005), destination 
image is defined as not just a tourist destination by the perception of the individual 
but also the overall impression created by the destination itself. 
Destination image becomes very important aspect of tourism management by 
the organization. The images are good against tourist sites in meeting the needs of 
these tourists may give to emotional value to other tourists which will arise at the 
time of the positive feelings will be told to anyone else. The increasing number of 
tourists will generate large income where profits are central objectives of tourism 
marketing. Otherwise, when the tourism destination has a bad image in the eyes of 
the tourists then tourists will be reluctant come on these sites. An unpleasant 
experience that tourists have felt will also be told to other people that make that 
person not interested to come. The satisfaction felt by tourists affect whether the 
tourists will come back to visit or not. Thus, the decision in choosing tourism 
destination to be visited, aside from WOM is also affected by destination image. 
The development of tourism destination happens so fast by time. Many 
event, facilities or services in the tourism destination are more various. It is done by 
regional tourism organization to improve the image of tourism destination and make 
tourists has intention to revisit or decide to come visit again. Tourists who had visited 
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one tourism destination but do not know the latest changes that happen in there, 
needs information about the current condition at the site.  So, based on the above 
background, the issues that will be examined are the influence of Word of Mouth 
(WOM) on Revisit Intention with the Mediating Role of Destination Image (Case 
study on Domestic Tourists visiting Mount Bromo). 
 
 
1.2 RESEARCH QUESTIONS 
Based on the background, the outline of the problem can be drawn in this 
study are as follows: 
(1) Is there any significant influence of word of mouth (organic word of mouth 
and amplified word of mouth) on the destination image? 
(2) Is there any significant influence of word of mouth (organic word of mouth 
and amplified word of mouth) on the revisit intention? 
(3) Is there any significant influence of destination image on the revisit intention? 
 
 
1.3 RESEARCH OBJECTIVES 
The objectives of the study are: 
(1) To analyze the influence of word of mouth (organic word of mouth and 
amplified word of mouth) on destination image. 
(2) To analyze the influence of word of mouth (organic word of mouth and 
amplified word of mouth) on revisit intention. 





1.4 RESEARCH CONTRIBUTION 
Any study is expected can be beneficial for knowledge development and 
practical for decision is performed by parties involved. The purposes of study are 
among other: 
1.4.1 Theoretically Contribution 
(1) As the development concept of Word of Mouth (WOM) under study the 
science of marketing major. This is because WOM has a different effect 
for the other variables on the other research. 
(2) Provide additional information as study material for further study, 
especially of similar study. This is because not many research talk about 
the influence of WOM on destination image and revisit intention. In 
previous, many researchers use WOM as dependent variable not as 
independent variable. 
1.4.2 Practically Contribution 
(1) Provide feedback on regional tourism organization to be made into 
consideration in formulating policies that which concerns marketing 
planning more effective, especially about Word of Mouth (WOM). 
(2) As a recommendation to improve the effectiveness marketing program, 







2.1  EMPIRICAL STUDIES 
A comparison based on materials from some of the studies that have been 
done before. It is held to find out similarities and differences from the discovered 
earlier with this study. 
(1) Chen (2006) “Word of Mouth Information Gathering: An Exploratory 
Study of Asian International Students Searching for Australian Higher 
Education Services” 
This study explored and investigated the types and functions of Word of 
Mouth Communication (WOMC) messages in Credence Based Service 
(CBS) information gathering. The study summarized participants‟ motivation 
items and the specifics information gathering steps as the foundation to 
discover the three types of WOM messages (service information gathering, 
subjective personal experience, and personal advice) the characteristics of 
WOMC messages and the significance of WOMC messages in CBS 
information gathering process. In terms of the management implications, this 
study advanced the current understanding of the types of WOMC messages, 
insightful WOMC characteristics and significances in behavior patterns in the 
CBS information gathering process. As result, university marketers are able 




(2) Murphy et al (2007) “Exploring Word of Mouth Influences on Travel 
Decision: Friends and Relatives vs. Other Tourists” 
The study described about travel study that consistently shows the 
importance of resources WOM word of mouth in the decision making process 
of travel. This study depicted the effect of the difference between friends and 
relatives vs. other tourists on their travel choices. 412 travelers there are in 
the North Queensland Region in Australia is used as responders. The result 
indicated that there were significant differences across the four groups with 
respect to demographic characteristics, other information sources used, 
accommodation and transportation used, and travel activities in the 
destination. More details, there are 70 people who get information from 
friends/relatives and other tourists. 121 people obtain travel information from 
friends/relatives only. 105 people obtain travel information from other tourists 
and 116 people who get information did not from both. The results showed 
that there were significant differences in the four groups with respect to other 
sources of information are used, tourist activities at the destination, 
demographic characteristics, and accommodation and transport are used. 
(3) Baggio et al (2009) “Advertising and Word of Mouth in Tourism, a 
Simulation Study” 
This study examined to model the impact of Word of Mouth (WOM) on travel 
behavior. Specifically describe the influence of social networks on WOM 
among population in the origin who will travel tour. WOM is more effective or 
paid advertising (ADV). By comparing the two situations between ADV and 
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WOM that can better understand the effect of the relationship between both 
of them and which one is more effective, at least in the short term of WOM. 
For ADV, more intense advertising efforts required in order to achieve the 
same level in persuading someone than WOM. The finding indicated that the 
level of effort for WOM depends on the unity of the group. Many members of 
the group and the more often they gathered, can make many things that will 
be the talk. This can be a medium for promotion through WOM. 
(4) Cheung (2010) “The Effectiveness of Electronic Word of Mouth 
Communication: a Literature Analysis” 
This study focused on the individual level eWOM study. It conducted a 
systematic review of eWOM study and identified key factors that are specific 
to the context of eWOM communication. Through a rigorous search of 
several mainstream interview sessions (IS) and marketing journals, as well 
as key electronic database, the researchers identified 25 papers using the 
individual level analysis in the investigation of the impact of eWOM 
communication. The purpose this study was proposes a conceptual 
framework for future study into the impact of eWOM communication. The 
conceptual framework is drawn on the social communication literature and is 
comprised of four major elements: communicator, stimulus, receiver, and 
response. Factors related to these four elements are identified and classified. 
(5) Chu (2011) “Determinants of Consumer Engagement in Electronic Word 
of Mouth (eWOM) in Social Networking Sites” 
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This study examined how social relationship factors associated with eWOM 
delivered through the online social websites. Specifically, a conceptual model 
that identifies tie strength, homophily trusts, normative and informational 
interpersonal influences as an important antecedent to eWOM behavior in 
networking sites (SNSs) was developed and tested. The population was 
college students that make up the largest segment of the SNS. A total of 400 
undergraduate students registered in campus-wide, elective advertising 
courses at a large Southwestern university participated in the study. The 
result confirm that tie strength, trust, normative and informational influence 
are positively associated with users‟ overall eWOM behavior, whereas a 
negative relationship was found with regard homophily. This study suggested 
that product focused eWOM in SNSs is a unique phenomenon with important 
social implications 
(6) Lo (2012) “Does Word of Mouth Effect Real Matter? The Case of 
Chinese tourist travel experience in Taiwan” 
This study aimed to examine the influence of Word of Mouth to destination‟s 
perceived value, perceived risk, behavioral intention, tourism satisfaction and 
other interactions between these constructs. Several questionnaires have 
been distributed to Chinese tourist who has made the journey at least for 
seven days or more in Taiwan. Results of the questionnaire that has been 
distributed is WOM not impact the tourist satisfaction and behavioral intention 
and only impact on destination's perceived value and perceived risk. 
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(7) Jalillvand et al (2012) “Examining the Structural Relationship of 
Electronic Word of Mouth, Destination Image, Tourist Attitude Toward 
Destination and Revisit Intention: An Integrated Approach” 
This study depicted the relationship among electronic Word of Mouth 
(eWOM) with destination image, tourist attitude, and revisit intention in the 
tourism industry. The population was international tourist who travels for 
tourism or other purpose. Sample selection was a result of the convenience 
method. The result from this study is eWOM have impact on destination 
image, tourist attitude and revisit intention to determine the effect of 
destination information on the tourists‟ decision making process. The result 
suggested that eWOM positively influences the destination image, tourist 
attitude toward destination, and revisit intention. Since the internet provide 
easy access to information with minimum time and costs involved, 
prospective tourists are likely to take advantages of eWOM information as a 
supplementary information source. Compared to traditional WOM that is 
difficult to observe and control. eWOM is more manageable because the 
messages about destination are posted online and are easily access able. 
(8) Fakharyan et al (2012) “The Influence of Online Word of Mouth 
Communication on Tourists’ Attitude Toward Islamic Destinations and 
Revisit Intention: Evidence from Iran” 
This study described about theoretical and empirical evidence on the causal 
relationship among online Word of Mouth, tourists‟ attitude toward Islamic 
destinations, and revisit intention. The population in this study is international 
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tourists who travel for tourism or other purposes. Questionnaires were 
distributed in Isfahan (as tourism destination in Iran). Sampling was done by 
nonprobability convenience sampling. Respondents were selected at different 
tourist attraction of Isfahan. Empirical result from the structural model 
suggests that online Word of Mouth communication have a positive impact on 
tourists‟ attitude toward Islamic destination and revisit intention. 
(9) Ranjbarian (2013) “Personality Traits and the Use of Word of Mouth 
Communication as a Source of Travel Information among Inbound 
Tourists Who Visited Isfahan” 
This study aimed to look the personality characteristics of travelers to extend 
the use of WOM as a source of travel information for them. Personality in this 
field is close minded vs. open minded and people who like to take risks vs. 
those who would rather avoid the risk. The population of the study was foreign 
tourists who visited Isfahan in 2011. The result from this study is the tourists 
who visited Isfahan use WOMC to get information about their travel 
destination. Besides that, the result signifies that open minded and risk takers 
used more WOMC than others. 
 
 
2.2  MARKETING COMMUNICATION 
 2.2.1 Definition of Marketing Communication 
Marketing communication is required by organizations/companies to 
introduce their product (goods or services). Marketing communication is message 
and related media used to communicate with a market. Marketing communication 
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is a key to introduce a product to everyone. An organization/company will fall 
through if not know how to communicate their product appropriately. Therefore, it is 
the most important part of the launch of a product, especially new products. no 
matter how great the products offered by the company to the consumer, if not 
using effective marketing communication then the product will fail in the market. 
Marketing communication in any form is located at the center of a marketing plan. 
The successful marketing of product is significantly depends on communications 
effectiveness (Whalley, 2010: 114). Marketing communication is coordinated as a 
carrier of messages promotion delivered through one or more channels. The 
channels in question such as radio, television, media, personal selling and direct 
mail (businessdictionary.com). 
According to Kotler and Keller (2009:172), marketing communication is the 
means by which the company seeks to inform, persuade, and remind consumers 
directly or indirectly about their product their sell. Based on Shrimp marketing 
communication presented sound and their brand and is the means by which a 
company can create a dialogue and build a relationship with consumers. Marketing 
communication can tell or show consumers about how and why a product is used, 
by whom, where and when. Marketing communication contribute to brand equity by 
infusing the brand in the minds and creating a brand image. 
The functions of marketing communication are to be notified or designated 
consumer how and why a product is used, what kind of people who use these 
products, and where and when these products are used. In addition, consumers 
can learn about who makes the product and what is retained in the company 
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producing it. Later, consumers can be given an incentive or reward for trial or use. 
Besides that, marketing communications includes three main objectives, namely to 
disseminate information (informative communication), affecting to purchase or 
attracting consumers (persuasive communication), and reminds audiences for re-
purchase (recalling communication). In general, the goal of marketing 
communications is to shape the attitudes of cognitive, affective and conative. 
Cognitive is a form to establish awareness of certain information. Affective, is to 
gives effect to do something which is expected reaction of purchase. The last is 
conative, which a pattern of behavior of consumers into the next. Expected 
behavior is repeated purchases. 
So, marketing communication is marketing activity related with message 
and media used by company to introduce their product in the market. An 
organization/company will fall through if not know how to communicate their 
product appropriately. Marketing communications made by the company by 
spreading product information so that consumers know and understand these 
products so as to the make them interested to buy it. In addition, consumers 
expected from marketing communications makeup can re-purchase the products.  
2.2.2  Communication Process 
Process of communication occurs not only as a means of conveying 
messages about products, but can also as a preface social values to the public. 
Perception of the buyer at the market offer is influenced by the amount and type of 
information they receive as well as their reaction to the information. There should 
be a good flow and clear information between sellers and buyers. This flow help to 
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make decisions that will be made before to purchase. Effective marketing 
communication system can be feedback from the consumer to the seller (Whalley, 
2010: 111) 
Laswell (http://modelcommunicationtheory.com) noted that the best way to 
explain the communication process is answering question “Who says in which 
channel, to whom with what effect?” According to Laswell model of communication 





Figure 1: Model of Communication by Laswell 
Source: Laswell, (http://modelcommunicationtheory.com), 2013 
 
This model shows the communication process and communication 
functions in society. Model Laswell recommend the flow of messages in a 
multicultural society with few spectators. Message flow can be through various 
channels. In this model, there is a communication component that refers to the 
area of study called “Analysis of Control”. Say what means to the content analysis, 
in which the channel is based on the analysis of media, to anyone who means to 
analysis of the audience. 
According to Lasswell (http://modelcommunicationtheory.com) there are 
three functions of communication: 















(b) Correlation of components of society 
(c) Cultural transmission between generation (Lasswell, 
http://modelcommunicationtheory.com) 
 
Laswell Model is very easy, simple and it suits for all types of 
communication and the concept of effect. Instead Laswell Model has lack are 
feedback and noise not mentioned. The communication model is the composition 
of communications component that then is a process during the creation of the 
information until the information is accepted and understood. Components 
necessary for good communication process include: 
(a) Source/sender: one who sends a message to other party. 
(b) Receiver: the party who receives the message send by the other party 
or often called audience or point of interest. 
(c) Message: shape symbol sent by the sender. Effective key messages 
are simple, focus, using words that create a clear picture, make it 
memorable, and ensure fit with a touch of style and brands. 
Communication channels through which messages from the sender to 
the receiver switch called channel message. 
(d) Encoding: the state of mind in the form of slow 
(e) Decoding: the process by which the receiver gives the sense of the sign 
or symbol that is emitted by the sender. 
(f) Response: a series of reactions which are owned by the receiver after 
getting the message. 
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(g) Feedback: the occurrence of a disturbance (positive or negative) that is 
not planned or distortion during the communication process takes place 
that will have an impact. (Belch & Belch, 2004:139). 
Furthermore, the model of communication continues to undergo 
development. Figure 2 is a basic communication model has undergone 
development (Belch & Belch, 2004:139). 
 
 
Source: Belch & Belch, 2004: 139 
Source: (Belch & Belch, 2004:139) 
Figure 2: Model of Communication 
 
Figure 2 shows the basic model of the communication in which the sender 
or source of information or encode the message based on the sender‟s 
experience. After that, the message will be translated by the recipient based on the 
























and understood the message, he/she will gives a response and feedback. At any 
communication noise will be a hindrance and distort the process. (Belch & Belch, 
2004: 139). 
2.2.3 Marketing Related Message 
According to Whalley (2010:112), receiver are often influenced by their 
nature are easily influenced by the views of someone who is able to convey the 
message properly and credible. On one side of the audience to believe that the 
communicator has a motive for personal gain. Other hand, quite a lot of audience 
receives the message as an objective view. Today, many companies will „pay‟ 
influencers within social media environments to promote their product. 
Some advertisers on television use live interview that looks honest. They 
use a homemaker in improving their credibility and eliminate the intention to 
persuade. Sometimes ask consumers about what products they use or the reason 
why they are using these products and sometimes asking them to sell their chosen 
brand. Another method used by the company is to choose an expert who is 
knowledgeable and educated appropriately according to the products they 
produce. This kind of advertising will be more successful in Influencing the opinion 
of the audience about the product.  
 
2.3 WORD OF MOUTH (WOM) 
 2.3.1 Definition of Word of Mouth 
Everyone wants more fans, customers and buzzes in their business and 
idea, and word of mouth marketing is how they get in. Word of Mouth 
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communication is defined as all kinds of communications among consumers about 
their product experiences. According to Word of Mouth Marketing Association 
(WOMMA: 2007), Word of Mouth is “the act of consumers providing information to 
other consumers”. Word of Mouth (WOM) is the phenomenon that has long since 
happened yet marketers have recently learned how to utilize, strengthen, and 
improve. WOM is not just learning how to create WOM itself but also learn how to 
make it work or can be applied in marketing. WOM is marketing effort that triggers 
consumers to discuss and promoting a product. The main focus of why consumers 
spread their experiences about the product is the satisfaction or high 
dissatisfaction, a commitment to the company, the relationship with the company, 
and how much the consumer likes the product (Bruyn & Lilien, 2008). In Financial 
Times Lexicon, word of mouth marketing definition is “Word of Mouth (WOM) 
marketing refers to promotional activities that leverage social interactions and word 
of mouth between consumers”. 
Word of mouth marketing is defined in Business Dictionary as below: 
“Oral or written recommendation by a satisfied customer to the prospective 
customers of a good or service. Consideration to be the most effective form of 
promotion, it is also called word of mouth advertising which is incorrect because, 
by definition, advertising is a paid and non-personal communication” 
 
Russo (2011: 4) explained that word of mouth can be describe as an 
exchange in which a customer promotes to others a product, service, event or 
business. While this concept was originally just applicable to spoken 
communication in person, it has since expanded with advances in communication 
technologies. In fact, many marketers are making it easier and easier to spread 
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their advocacy of goods, services, and organizations due to the effectiveness of 
this marketing form. WOM not only communications in person with direct 
communication (face to face), but also can use social networksite (SNS) to spread 
their experience about the product. Now, people are organized in social media and 
they can take action together wherever and whenever they are. They can talk 
about the cases of the worst experiences have ever experienced and put them in 
context. It means they have expressed their dissatisfaction by taking definite 
action. In the social media world, a person's voice will be references and it can 
influence the decisions that will be taken by others. Based on Ennew, Banerjee, 
and Li (in Padmanegara, 2000), “Word of Mouth is seven times more effective than 
newspaper and magazines, four time more effective than personal selling, and 
twice as effective as radio advertisements in influencing customers to switch 
brands”. 
Horisson & Walker in Brown et al (2005) stated that WOM is an informal 
communication between a speaker who is not a commercial service with the 
person receiving the information about a brand, product, services or company. 
WOM can be interpreted as a communication activity in marketing that indicates 
how likely a customer will tell other people about their experiences in the process 
of purchasing or consuming a product. The experiences can be either positive or 
negative. As stated by Davidow (2003) “That Word of Mouth is actually a U shaped 
relationship, where satisfied complainers spread positive word of mouth valance, 
and dissatisfied complainers spread negative word of mouth valance”. 
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So, WOM is a commentary positive or negative about a product (goods or 
services) that are disseminated someone to others directly (face to face). WOM is 
one form of marketing by using one‟s experience as tangible evidence of the 
satisfaction or dissatisfaction of the person will be a product that has been used. 
WOM happens because both speaker and listener want something. It is very 
nature to share information. WOM involve the marketing form that cheap, quick 
and effective in influencing someone. 
2.3.2 Model Word of Mouth 
There are two model of WOM, namely organic word of mouth and amplified 
word of mouth (WOMMA, 2007): 
(a) Organic Word of Mouth 
Organic word of mouth is a form of WOM communication that happens 
when a person is satisfied with the product and supporting the product. They 
voluntarily are messenger to others because they want to share enthusiasm 
and their support to other consumers. There are two types of marketing 
communications; consumer‟s marketing communication and company‟s 
marketing communication. Consumer‟s marketing communication as same as 
organic word of mouth. Consumer‟s marketing communication happens in the 
form of the response is result of the use of the products of company. This 
becomes consumer‟s issues. Issues among consumer have the thousand 
times powerful of persuasion rather than advertising. The good advertising 
cannot compare with persuasion through word of mouth the consumer to other 
consumers. Practices that enhance organic word of mouth activity include: 
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(1) Focusing on customer satisfaction 
(2) Improving product quality and usability 
(3) Responding to concerns and criticism 
(4) Opening a dialog and listening to people 
(5) Earning customer loyalty (WOMMA: 2007) 
 
(b) Amplified Word of Mouth 
Amplified word of mouth as same as company‟s marketing communication 
in the types of marketing communications. Amplified word of mouth occurs 
when marketers promote the product with campaign designed to encourage or 
accelerate the WOM at a new market or existing market. Company‟s marketing 
communication occurred in the form of promotions and all kind of marketing 
mix. The company is trying to spread the information about the product to the 
people. The purpose is to let them know about the product and then buy the 
products of the company. Practices that amplify word of mouth activity include: 
(1) Creating communities 
(2) Developing tools that enable people to share their opinions 
(3) Motivating advocates and evangelists to actively promote a product 
(4) Giving advocates information that they can share 
(5) Using advertising/publicity to create buzz or start a conversation  
(6) Identifying and reaching out to influential individuals and communities 
(7) Studying and tracking online conversations (WOMMA: 2007) 
 
 
Model WOM is organic and amplified word of mouth. Both of them can 
influence the marketing activities in organization or company. Manager must be 
aware about that because WOM with negative news can make organization or 





2.3.3  Perceived Benefits of WOM 
WOM communications consist of at least two participants, a sender and a 
receiver of information. Based on Blackwell et al (2006), both participants engage 
in the communications in order to gain something. The receiver gains valuable 
information for a purchase decision and sender will gain confidence of the product 
he/she is talking about, reinforcing his/her purchase decision and behavior 
influencing over other people behaviors. This constitutes the core of WOM 
communications, the obtaining of benefits of an exchange of information.  
Table 2: Benefits of word of mouth communication  
 HEDONIC BENEFITS FUNCTIONAL BENEFITS 
RECEIVER Decrease risk of new behavior 
Increase confidence of choice 
Decreased cognitive dissonance 
Increased likelihood and 
acceptance by a desired group or 
individual 
More information about options 
More reliable/credible information 
Less time spent on search 
Enhanced relationship with 
another individual 
SENDER Feeling of power and prestige of 
influencing of other behaviors 
Enhanced position within a group 
Potential reciprocity of exchange 
Increased attention and status 
Increased in number of 
individuals with similar behaviors 
Increased cohesion within group 
Satisfaction of verbal expression 
Source: Blackwell et al (2006) 
Table 2 shows that there are several perceived benefits of WOM. 
According to Blackwell et al (2006) the benefits perceived by consumers are higher 
when consumer‟s knowledge about a product is little or zero. Consumer does not 
have the ability to evaluate products. The consumer does not trust marketers 
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advertising (traditional media), other information‟s source produced little credibility 
to the consumer, consumer has great needs of social approval, the product is 
complex, strong social ties exist between sender and receiver, a product is difficult 
to test and the product is highly visible to others. 
2.3.4  Positive Word of Mouth 
Word of mouth can help company to press their cost of production because 
source that has not personal interest will more believable rather than advertising in 
mass media with a high cost. The advantage of word of mouth strategy is to find 
ways to support the satisfaction perceived by consumers and make it easier to 
spread the good news to their friends. The ways to support those activities, as 
follows: 
(a) Encouraging communications: developing tools to make telling a friend 
easier, creating forums and feedback tools, and working with social 
networks. 
(b) Giving people something to talk about: information that can be shared or 
forwarded, advertising, stunts, and oyher publicity that encourages 
conversation, and working with product development to build WOM 
elements into products. 
(c) Creating communities and connecting people: creating user groups and fun 
club, supporting independent groups that form around your product, hosting 
discussions and message boards about your products, and enabling 
grassroots organization such as local meetings and other real-word-
participation. 
(d) Working with influential communities: finding people who are likely to 
respond to your message, identifying people who are able to influence 
yourtarget customer, informing these individuals about what you do and 
encouraging them to spread the word, and good-faith efforts to support 
issues and causes that are important to these individuals. 
(e) Creating evangelist or advocate programs: providing recognition and tools 
to active advocates, and recruiting new advocates, teaching themabout the 
benefits of your products and encouraging them to talk about them. 
(f) Studying and listening to consumer feedback: tracking online and offline 
conversation by supporters, detractors, and neutrals and listening and 
responding to both positive and negative conversations. 
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(g) Engaging in transparent conversation: encouraging two-way conversations 
with interested parties, creating blogs and other tools to share information, 
and participating openly on online blogs and discussions. 
(h) Co-creation and information sharing: involving consumers in marketing and 
creative (feedback on creative campaigns, allowing them to create 
commercials, etc) and letting customers „behind to curtain‟ to have first 
access to information and content (WOMMA: 2007). 
 
Positive word of mouth strategies can help company to make their 
consumer increase. The important thing that must be done by company is spread 
the good news among consumers to increase their interest with product in 
company. So, with positive word of mouth strategies company can reduce their 
budget for advertising. 
 
2.4 CONSUMER BEHAVIOR 
2.4.1  Definition of Consumer Behavior 
Solomon et al (2007: 7) defined consumer behavior as the “processes 
involved when individuals or group select, purchase, use or dispose the products, 
services, ideas or experiences to satisfy needs and desires”. Solomon identifies 
the existence of process, process which normally implies a sequence of stages by 
which a consumer has to overcome to purchase a good or service. The field of 
consumer behavior is a recent and young discipline which is form by contributions 
of many other disciplines such as sociology and economy in order to understand 
the way consumers behave (Blackwell et al, 2006). 
A consumer is generally thought of as person who identifies a need or 
desire, makes a purchase and the disposes of the product during three stages 
(pre-purchase, purchase, and post purchase) in the consumption process. 
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Consumer behavior is how individuals make decisions to spend their available 
resource (time, money, and effort) on consumption, related items. It includes of 
what they buy, why they buy it, where they buy it, how often they buy it, and often 
they use it. Consumer behavior is the very foundation of the formulation and 
implementation of any marketing and business program. 
2.4.2  Decision Making Process 
Many models that try to explain about consumer behavior. Existing models 
are generally associated with a variety of stimulation, factors affecting, and the 
decision-making process and outcome. As for the models are very basic and 









Source: Kotler (2000:161) 
Figure 3 Model of Buyer Behavior 
Figure 3 depict how the marketing mix and other stimuli enter a consumer‟s 
thoughts. The consumer has to make certain decisions, which are directly 
influenced by their personal characteristics. For marketer the ideal and the result 



































Engel et al (1968 cited Williams 2002) explained their version of their last 
comprehensively models on the decision-making process in 1978. They make one 
of the most important things in consumer behavior is to create a model that is 
designed to study the purchase of items that are at high risk, as in the case of 












Source: Engell, Kollat, and Blackwell 1968 in Williams 2002 
Figure 4: Model of Consumer Decision Making 
 
Stage 1: Need Recognition. This is a first stage when the consumer 
realizes what they need to fulfill a need and desire which has 
suddenly appeared that influenced by internal or external factors 
of themselves. 
Stage 2: Information Search. In the second stage, the consumer starts 
looking for information from family, friends, internet or the others 
about their purchase decision to make surely they did not regret 
when they bought that product. 
Stage 3: Evaluation of Alternatives. Once all the information has been 
collected, the consumer has to evaluate all the alternatives 
Need Recognition 
Information Search 





which have appeared in the previous stage. In this stage 
consumer is going to be influenced by their attitudes, values and 
motivation among other factors. They have to select, evaluate 
the gains and losses of the different alternatives 
Stage 4 and 5: Purchase and Outcome. After having evaluated the possible 
alternatives a decision have to be taken. Afterwards the 
consumer will sense a feeling of satisfaction or dissatisfaction 
with the outcomes, and thus depending on their level of 
satisfaction their next purchase will be influenced in appositive 
or negative way. The experience of a purchase may modify the 
behavior of future purchases. (Engell, Kollat, and Blackwell 1968 
in Williams 2002) 
 
The other models related model of decision making describe more detail 
and would focus on specific issues as demonstrated by Engel et al in figure 5. 
Figure 5 shows the impact from environmental influences and individual 
differences that exist in every consumer. They play an important role when the 
decision-making process occurs. This process spur consumers to recall that then 




























Source: Engel et al (1995: 155) 
Figure 5: Consumer Decision-Process Model 
 
2.5 TOURISM 
 2.5.1  Definition of Tourism 
Based on Stickdorn and Zehrer (2009: 2), “Tourism is a service-intensive 
industry focusing on the customers‟ service experiences not only during their stay, 
but also prior and subsequent to it”. The definition of tourism by Regulation of 
Republic of Indonesia No.10 in 2009 about tourism is any kinds of activities tourism 














































government, and local government. According dictionaries in William (2002: 2, 
“tourism is a habitually viewed as a composite concept involving not just the 
temporary movement of people to destinations that are removed from their normal 
place residence, but in addition, the organization and conduct of their activities and 
of the facilities and services that are necessary for meeting their needs”. 
With regard to understanding the above it can be concluded that tourism is 
leisure activities or entertain themselves made by a person or a group of people 
with particular purpose to find satisfaction. Types of tourism activities can be 
varied, which can be selected in accordance with the wishes of the devotes. 
2.5.2 Tourism Product 
In the world of tourism, the tourism product terms are familiar. Tourism 
products are being the central feature of the industry. Products are often confused 
with the activity and with services, but a product is more than these. In tourism, 
product can be thought of as six components aligned in logical sequence. 
(a) Attraction. All tourism products begin with an attraction, without which no 
further discussion is needed. 
(b) Access. An attraction must have access or else no further discussion is 
needed. Do note, however, that most often access refers to visitor capacity 
to arrive. Sometimes access means the opposite. Sometimes an attraction 
is attractive because it is difficult to get to, such as wilderness areas and 
for adventure activities. Either way access is essential to the exploitation of 
the attraction. 
(c) Activity. Every visitor experiences an attraction, but how they experience 
depends on the activity they select (see ”Experience” below). A person can 
experience Mount Everest vicariously through the internet or from the 
porch of a cushy mountain lodge. They could also experience it by scaling 
the mountain to its death—defying icy peak. Thus it is erroneous to say 
that Mount Everest offers a particular kind of experience; it may be short-
hand for mountaineering, but experience depends on the activity. 
(d) Services. To realize an activity requires services. Services are all those 
functions that a visitor might or might not be able to do for him or herself 
but in all cases choose someone else to do it for them. Services include 
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actually allowing the activity to take place (such as access granted by 
national park), the security of park guards and wilderness responders, the 
food, the housing, the transportation, the communication, the provision of 
souvenirs, etc. if an activity requires no services (such as using the 
backyard of one‟s own home), then we are not talking about tourism 
product. 
(e) Qualified Personal. Service provision, in turn, requires that someone 
qualified provide that service, whether a guide, chef, driver, transportation 
company, national park staff, police, or street juggler. Even if that someone 
is an automated robot, it still requires someone (and someone also to 
service the robot, of course). 
(f) Promotion. Despite the best of tourism product design, if no one knows the 
product exists, the all is for naught. A tourism product must also include 
promotions, even if that is “only” word of mouth. (Stange & Brown, 2010: 
6). 
 
Focuses on the areas of tourism and concentrates on the tourism products; 
it must consider the complexity in understanding consumer behavior in tourism. 
Tourism product is not a simple product, not just tourist goods or services but the 
tourism product is a package of a series of activities, services, and benefits that 
constitute experience (Medlick & Middleton 1973 cited Charmicael, 2005: 185). 
This is a mix of the characteristics of the services and singular features of the 
tourism industry, what actually distinguishes between the tourism product from any 
physical good. (Yilmaz & Bitizti, 2005) 
From the precious description then it can be concluded that tourism product 
is something which has special attraction that is able to invite someone to come to 
that place. Attractiveness here is a different thing (unique) from a place that can be 
sold to those who want it. So it can be meant that tourism product and tourism 





2.5.3 Destination Image 
Destination images involve subjective knowledge of a destination. 
Destination image is defined as the sun of beliefs, ideas, and impression that a 
tourist holds about a destination (Crompton, 1979). The image of destination is a 
key concept related to understanding tourist‟s destination selection processes. 
Destination image can be facilitated by the strengths of a destination in the eyes of 
potential tourists (Augustyn & Ho, 1998; Hui, Wan & Ho, 2007) 
Destination image is one of the components that are capable of being 
competitive advantages. At this point, the destination image has a very important 
role in the marketing strategies of tourism, namely to create tourist satisfaction and 
loyalty. The destination image not only considered as a logo or a symbol but also a 
value that offered an attraction for tourists who come. Blain et al (2005) consider 
destination image as significant factor in determining tourist choice. According to 
Echtner and Ritchie (1991) in Blain et al (2005), destination image is defined as 
“not only the perceptions of individual destination attributes but also the holistic 
impression made by the destination”. 
According to Chi (2005: 25), destination image is complex because there 
are debates around its nature (collective image or uni-personal impression) and its 
content (components that make up the image and ways these components 
interact). Destination image is multiple due to its formation process and its 
multidimensionality. Destination image is because it is simultaneously subjective  
(varies across people) and comparative (involves comparisons among various 
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objects/destinations). Lastly, destination image is not static but changes depend on 
time and space.  
Destination image becomes very important to be aware of tourism 
management. A good images about tourism destination can influence tourism 
attraction and become “plus value” in the tourist‟s eyes. A good or bad image 
about tourism destination comes from how is the tourist‟s feeling, satisfaction or 
dissatisfaction. Their feeling will be told to anyone else. It can impact on number of 
tourists whether the tourists will visit or not. 
Destination image influence tourist perception, behavior and destination 
choice. It is believed that destination with more positive image will more likely be 
included in the process of decision making. More favorable image will lead to 
higher tourist satisfaction. Therefore, destination image also affect the behavior 
intention of tourists.  
 
2.5.4 Typologies of Tourist Behavior 
Cohen (1972 as cited by Cohen 2004) a sociologist, identified four types of 
tourists: 
(a) The organizational mass tourist who buy package tour in order to 
visit some tourist destinations sector in the city or country. All travel 
plans have been prepared by a travel agent. There is no sense of 
adventure or exploration. 
(b) The individual mass tourist is almost the same with the 
organizational mass tourist. The difference is this one is more flexible 
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in his/her decision. He wanted to participate more in the process of 
finding information about tourist destinations. Tourists were highly 
dependent on the tourism industry but would like to try some new 
things out of the sealed package and have been determined. 
(c) The explorer is more adventurous. He/she wants to find his own 
experience and actively participate in the selection decision to tourist 
destination. He/she set it all or most of the preparation of the journey 
itself. Sometimes he switched to a travel agent to get some comfort 
or security facilities. 
(d) The drifter looking for an intensive experience. He/she wanted to feel 
closer to the local community. He/she really did not use the services 
of a travel agent or others institution of tourism. He/she was a 
traveler who wants to adventure based on what he/she likes (Cohen, 
2004) 
 
To classify tourists like this, Cohen makes an interesting link between the 
need of the perception of security and the need of living unique experiences. The 
more tourists want to feel secure, he will have more faith in the tourism and 
specialist and thus he will live unique experiences (more standardized). 
 
2.6 Revisit Intention 
One of consumer behavior that is expected by the company is repurchase a 
product. If consumers are satisfied with a product, then they will tend to repurchase 
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these products and to tell others about their experiences. The concept of repurchase 
intention comes from behavioral intention. Behavioral intention is the best way to 
predict consumer behavior in the future. Behavior intention must be managed 
properly so that the company gets a loyal customer who will be a strategic asset for 
the company (Peter and Jerry, 1999: 142). Doods et al (1998:48) explains that the 
intention of conduct that relate to the purchase, the willingness to buy where it is 
defined as the likelihood of consumers intend to make a purchase. Furher, Hellier et 
al (2003) stated that the repurchase intention is to make a decision someone 
planned repurchase of certain services by considering the situation and the level of 
preference. 
According to Engel et al (2001:283) is “a specific type of purchase intentions 
is repurchase intentions which reflect whether we anticipate buying the same product 
or brand again”. Repurchase intention does not only occur in products such as 
goods but can also occur on tourism, which is called the revisit intention. Tourists 
who have been to destination tourism will return to the destination if they were 
satisfied with that. Early studies considered repurchase intention to be at the heart of 
commitment or loyalty (Day, 1969; Jacoby and Kyner, 1973; Jarvis and Wilcox, 
1977). In tourism, revisit intention can distinguish by a certain period the return of 
tourists on tourism destination, such as short-term intention, mid-term intention, or 





2.7  RELATIONSHIP OF WORD OF MOUTH (WOM) WITH DESTINATION 
IMAGE AND REVISIT INTENTION 
WOM is the communication that occurs between two or more people to talk 
about their experiences about product. WOM can be positive or negative issues 
about a product (goods or services) that disseminated through directly by someone 
to others. WOM is one form of marketing by using one‟s experience as tangible 
evidence of the satisfaction or dissatisfaction of the person will be a product that has 
been used. WOM involves the marketing form that cheap, quick, and effective in 
influencing someone. 
WOM effectively to influence someone because the information provided by 
other individuals usually considered honest and unbiased that is someone tend to be 
more trusting of information product that they had heard from their relatives 
compared to the information that is listed in the media. The aim was simply to create 
happy customer, who in return would hopefully tell their family and friends about their 
positive experience. Word of mouth promotion happens whenever one person tells 
others about the activity being advanced.  
Destination image is defined as the sum of beliefs, ideas, and impression that 
a tourist holds about a destination (Crompton, 1979). The image of a destination is a 
key concept related to understanding tourist‟s destination selection process. 
Destination image becomes very important to be aware of tourism management by 
the organization. Good image about destination can increase the number of tourists 
who visit. Otherwise, if tourists are not satisfied with the destination, they will spread 
their experience to other and the image of the destination tourism will become bad. 
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The satisfaction felt by tourists affect whether the tourists will come back to visit or 
not (revisit intention). 
Based on empirical study by Jalilvand et al (2012), the result from their study 
is WOM have impact destination image, tourist attitude and revisit intention to 
determine the effect of destination information on the tourists‟ decision making 
process. The result suggests that WOM positively influences the destination image, 
tourist attitude toward destination, and revisit intention. Since the internet provide 
easy access to information with minimum time and cost involved, prospective tourists 
are likely to advantage of WOM information as a supplementary information source.  
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2.8 Table of Empirical Studies (Previous Research) 
No Name Title Result 
1 Chen (2006) Word of Mouth 
Information Gathering: 
An Exploratory Study of 
Asian International 
Students Searching for 
Australian Higher 
Education Services 
The research summarized 
participants‟ motivation items and 
the specifics information gathering 
steps as the foundation to 
discover the three types of WOM 
messages (service information 
gathering, subjective personal 
experience, and personal advice) 
the characteristics of WOMC 
messages and the significance of 
WOMC messages in CBS 
information gathering process. In 
terms of the management 
implications, this research 
advanced the current 
understanding of the types of 
WOMC messages, insightful 
WOMC characteristics and 
significances in behavior patterns 
in the CBS information gathering 
process. As result, university 
marketers are able to effectively 
cultivate various types of WOMC 
messages in promotion 
campaigns. 
 
2 Murphy et al 
(2007) 
Exploring Word of 
Mouth Influences on 
Travel Decision: Friends 
This study described the effect of 
the difference between friends 
and relatives vs. other tourists on 
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and Relatives vs. Other 
Tourists 
their travel choices. 412 travelers 
there are in the North Queensland 
Region in Australia is used as 
responders. The result indicated 
that there were significant 
differences across the four groups 
with respect to demographic 
characteristics, other information 
sources used, accommodation 
and transportation used, and 
travel activities in the destination. 
More details, there are 70 people 
who get information from 
friends/relatives and other 
tourists. 121 people obtain travel 
information from friends/relatives 
only. 105 people obtain travel 
information from other tourists and 
116 people who get information 
did not from both. The results 
showed that there were significant 
differences in the four groups with 
respect to other sources of 
information are used, tourist 
activities at the destination, 
demographic characteristics, and 
accommodation and transport are 
used. 
 
3 Baggio et al 
(2009) 
Advertising and Word of 
Mouth in Tourism, a 
By compared the two situations 
(ADV and WOM) it can better 
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Simulation Study understand the relative effect of 
these two methods and the higher 
effectiveness, at least in the short 
term of WOM. For ADV, a more 
intense advertising effort is needed 
to reach the same level of informed 
people than for WOM. The findings 
showed that for WOM, this level of 
effort is depended on a moderate 
cohesion of the group. However, if 
the cohesion is either very low or 
very high, this proportion is attained 
only with a much higher 




The Effectiveness of 
Electronic Word of 
Mouth Communication: 
a Literature Analysis 
This study focused on the individual 
level eWOM study. It conducted a 
systematic review of eWOM study 
and identified key factors that are 
specific to the context of eWOM 
communication. The conceptual 
framework is drawn on the social 
communication literature and is 
comprised of four major elements: 
communicator, stimulus, receiver, 
and response. Factors related to 
these four elements are identified 
and classified 
 
5 Chu (2011) Determinants of 
Consumer Engagement 
This study examined how social 
relationship factors relate to eWOM 
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in Electronic Word of 
Mouth (eWOM) in 
Social Networking Sites 
transmitted via online social 
websites. Specifically, a conceptual 
model that identifies tie strength, 
homophily trusts, normative and 
informational interpersonal 
influences as an important 
antecedent to eWOM behavior in 
networking sites (SNSs) was 
developed and tested. The result 
confirm that tie strength, trust, 
normative and informational 
influence are positively associated 
with users‟ overall eWOM behavior, 
whereas a negative relationship 
was found with regard homophily. 
This research suggested that 
product focused eWOM in SNSs is 
a unique phenomenon with 
important social implications. 
 
6 Lo (2012) Does Word of Mouth 
Effect Real Matter? The 
Case of Chinese tourist 
travel experience in 
Taiwan 
This study aimed to examine the 
influence of Word of Mouth to 
destination‟s perceived value, 
perceived risk, behavioral intention, 
tourism satisfaction and other 
interactions between these 
constructs. Several questionnaires 
have been distributed to Chinese 
tourist who has made the journey 
at least for seven days or more in 
Taiwan. Results of the 
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questionnaire that has been 
distributed is WOM not impact the 
tourist satisfaction and behavioral 
intention and only impact on 
destination's perceived value and 
perceived risk. 
 




of Electronic Word of 
Mouth, Destination 
Image, Tourist Attitude 
Toward Destination and 
Revisit Intention: An 
Integrated Approach 
The result from this research is 
eWOM have impact on destination 
image, tourist attitude and revisit 
intention to determine the effect of 
destination information on the 
tourists‟ decision making process. 
The result suggested that eWOM 
positively influences the destination 
image, tourist attitude toward 
destination, and revisit intention. 
Since the internet provide easy 
access to information with minimum 
time and costs involved, 
prospective tourists are likely to 
take advantages of eWOM 
information as a supplementary 
information source. Compared to 
traditional WOM that is difficult to 
observe and control. eWOM is 
more manageable because the 
messages about destination are 





8 Fakharyan et 
al (2012) 
The Influence of Online 




Destinations and Revisit 
Intention: Evidence from 
Iran 
This study described about 
theoretical and empirical evidence 
on the causal relationship among 
online Word of Mouth, tourists‟ 
attitude toward Islamic 
destinations, and revisit intention. 
Empirical result from the structural 
model suggested that online Word 
of Mouth communication have a 
positive impact on tourists‟ attitude 





Personality Traits and 
the Use of Word of 
Mouth Communication 
as a Source of Travel 
Information among 
Inbound Tourists Who 
Visited Isfahan 
This study aimed to study the 
personality traits of tourists with 
extend of Word of Mouth 
communication (WOMC) used by 
them as a source of travel 
information. Personality in this field 
is extrovert vs. introvert and people 
who like to take risks vs. those who 
would rather avoid the risk. The 
population of the study is foreign 
tourists who visited Isfahan in 2011. 
The resulted from this study is the 
tourists who visited Isfahan use 
WOMC to get information about 
their travel destination. Besides 
that, the result signified that 
extroverted and risk takers used 
more WOMC than others. 
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From the empirical studies, we can take some differentiations with the current 
research. The differentiations are in the current research, destination tourism is 
nature tourism (Mount Bromo); this research aims to examine the influence of word 
of mouth to revisit intention with destination image as intervening variable; 
researcher use explanatory research with path analysis. The location in the empirical 
studies focus on one place in the country like Jordan, North Queensland, Iran, and 
Isfahan not to nature tourism. Intervening variable and path analysis cannot found in 
empirical studies. Moreover, the research about influence of word of mouth to revisit 
intention with destination image as intervening variable in the current research never 





CONCEPTUAL FRAMEWORK OF STUDY 
 
3.1 Framework Concept 
Framework concept is a crystallization of the theory and the view of the 
experts as well as the views of studiers who provide answers, the picture as well as 
reviews of various problems of a phenomenon of a study. Framework concept often 
referred to as the framework of thought that is normally associated with the term 
theory construction.  In this case, related with tourism. Tourism has become popular 
global leisure. Tourism is one of the major sectors of the world economy, as part of 
the international trade and service. The tourism sector can provide a large 
contribution to the economic growth of the countries of destination because it can 
provide employment opportunities, increased income and other sectors. Based on 
Stickdom and Zehrer (2009:2), “Tourism is a service-intensive industry focusing on 
the customer’s service experiences not only during their stay, but also prior and 
subsequent to it.” Like the other product in manufacturing industry, a destination 
tourism also need marketing activity to people known. 
One of the marketing activities is promotion. The promotion is a marketing 
communication which seeks to diffusing information, influence, and the services or 
which reminds someone has offered to be willing to accept, use and come back to a 
tourist destination that has been visited. The most effective promotional activities and 
activities and cheap is Word of Mouth (WOM). Word of Mouth (WOM) is 
recommendation by customer based on their experience about product. The 
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recommendation can be positive or negative issues. According to Ennew, Banerjee, 
and Li (in Padmanegara, 2000), “Word of Mouth is seven times more effective than 
newspaper and magazines, four times more effective than personal selling, and 
twice as effective than radio advertisements in influencing customers to switch 
brands.” 
WOM can affect the image of the destination tourism. The good image can 
create a good perception in the tourist’s eyes. The good perception may encourage 
tourists to visit the tourism destination. It could increase the number of tourist’s visits. 
The increasing number of tourists coming will generate large profits where profits are 
central objectives of tourism marketing. Otherwise, when the tourism destination has 
a bad image in eyes of the tourist then unlikely tourist will come on these sites. 
Destination images involve subjective knowledge of a destination. Destination image 
is defined as the sum of beliefs, ideas, and impression that a tourist holds about a 
destination (Crompton, 1979). The image of a destination is a key concept related to 
understanding tourist’s destination selection processes. Destination image can be 
facilitated by the strengths of a destination in the eyes of potential tourists (Augustyn 
& Ho, 1998; Hui, wan & Ho, 2007). 
A good image about destination tourism can affect to revisit intention. Good 
image of tourist destinations will give the perception or suggestion visual at tourists 
where they will make the place as alternative travel for them. When they have visited 
tourist destinations and get satisfaction they want and there was probably they will 
come back to the tourist destinations in the future. People will come back to visit a 
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Figure 6: Research Design 
Data Analysis 
3. Descriptive Analysis 
4. Path Analysis 
Result and Discussion 
 
Conclusion and Recommendation 
Hypothesis 
6. There is a signifanct influence among organic word of mouth 
of the destination image 
7. There is a signifanct influence among amplified word of mouth 
of the destination image 
8. There is a signifanct influence among organic word of mouth 
of the revisit intention 
9. There is a signifanct influence among amplified word of mouth 
of the destination image 
10. There is a significant influene among the destination 
image of the revisit intention 
Study Variable 
4. Independent Variable: WOM 
5. Intervening Variable: Destination Image 
6. Dependent Variable: Revisit Intention 
 
Population and Sample 
Population : Domestic Tourist 
Sample : 100 respondents (by Slovin Method) 
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Figure 7: Hypothesis Model 
 
3.3 Hypothesis 
Hypothesis is specific prediction about what will happen according to the 
theory. According to Singh (2006: 56), “Hypothesis is the presumptive statement of a 
proposition which the investigator seeks to prove. It is condensed generalization. 
This generalization requires knowledge of principles of things or essential 
characteristics which pertain to entire class of phenomena.” Based on the 
formulation of the problem and study objectives have been outline before, and then 
compiled the study hypothesis as follows: 
 3.3.1 WOM and Destination Image 
WOM is the most powerful and effective medium in the world. This is 
actually the opinion given by two or more consumers about a product (goods or 
services). According to Russo (2011:4) word of mouth can be describe as an 
exchange in which a customer promotes to others a products, service, event or 
Organic Word of 
Mouth X1 













business. Word of Mouth (WOM) is the long phenomenon that was happened 
since yet markets have recently learned how to utilize, strengthen, and improve. 
WOM is not just learning how to create WOM itself but also learn how to make it 
work or can applied in marketing. Positive or negative commentary in WOM can 
influence the image of product. Positive commentary can make a good image of 
the product and negative commentary can make a bad image. So, WOM also can 
affect the image of the destination tourism. 
Destination image is one of important variables in the tourist marketing 
strategies. Destination image related with reputation of tourism destination. It also 
create tourist satisfaction and loyalty that impact on tourist’s number or revisit 
intention. The destination image is not only considered as a logo or a symbol but 
also a value that offered an attraction for tourists who come. The image of a 
destination is a key concept related to understanding tourist’s destination selection 
processes. Destination image can be facilitated by the strengths of a destination in 
the eyes of potential tourists (Augustyn & Ho, 1998; hui, wan & Ho, 2007). 
According to Echtner and Ritchie (1991) in Blain et al (2005), destination image is 
defined as not just a tourist destination by the perception of the individual but also 
the overall impression created by the destination itself. 
Study by Jalilvand et al (2012) examines the relationship among electronic 
word of mouth (eWOM), destination image, tourists attitude, and revisit intention in 
the tourism industry. The result from this study is eWOM have impact on the 
destination image, tourist attitude and revisit intention to determine the effect of 
destination information on the tourists’ decision making process. The result 
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suggests that eWOM positively influences the destination image, tourist attitude 
toward destination, and revisit intention. 
WOM consist of organic word of mouth and amplified word of mouth. 
Organic Word of Mouth are occurs naturally when people felt satisfaction or 
dissatisfaction about product they used.  They have passion to share enthusiasm 
and their experience to other peoples. Amplified Word of Mouth happens when 
company launch a bundle of marketing design to encourage or to accelerate the 
WOM at a new community or existing ones. Both of them can influence the 
marketing activities in organization or company. Manager must be aware about 
that because WOM with negative news can make organization or company in bad 
image. 
H1: There is a significant influence of organic word of mouth (X1) on the 
destination image (Z) 
H2: There is a significant influence of amplified word of mouth (X2) on the 
destination image (Z) 
 
 3.3.2 WOM and Revisit Intention 
WOM is marketing effort that triggers consumers to discuss, and promoting 
a product. The main focus of why consumers spread their experiences about the 
product is the satisfaction or high dissatisfaction, a commitment of the company, 
the relationship with the company, and how much the consumer likes their product 
(Bruyn and Lilien, 2008). WOM is customers talking about products with a natural, 
genuine, and honest process. 
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WOM is one of the aspects that influence of revisit intention. WOM with 
organic and amplified word of mouth as model can influence tourists to come in 
destination tourism and make revisit intention. Revisit intention has been 
highlighted as an important study topic in competitive market of tourism 
destination. Repeated tourists increase WOM and such recommendation effects 
on potential tourists.  
H3: There is a significant influence of organic word of mouth (X1) on the 
revisit intention (Y) 
H4: There is a significant influence of amplified word of mouth (X2) on the 
revisit intention (Y) 
 
 3.3.3 Destination Image and Revisit Intention 
Destination images involve subjective knowledge of a destination. 
Destination image is defined as the sum beliefs, ideas, and  impression that a 
tourist hold about a destination (Crompton, 1979). Blain et al (2005) consider 
destination image as an important factor in determining the destination tourism that 
will be carried by tourists 
Destination image becomes very important aspect of tourism management 
by the organization. A good image of tourism destination will give the perception or 
suggestion visual at tourist where they will make the place as alternative travel for 
them.  When they have visited tourism destination and get satisfaction they want 
and there was possibility they will come back to the tourism destination in the 
future. A bad experience that tourists have felt also will be told to other people that 
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make that person not interested to come. The satisfaction or dissatisfaction felt by 
tourists affect whether the tourist will come back to visit (revisit intention) or not. 
Thus the decision in choosing tourism destination to be visited, beside from WOM 
is also affected by destination image. 








4.1 Research Type 
To accomplish the thesis objectives, the study applies quantitative study 
method with questionnaire as major tools. This type of study is study being done the 
explanation (explanatory study). According to Riley et al (2000:9), explanatory study 
is the kind of research that explains the direct relationship between the existing 
theories to the phenomenons that occurs and explain the cause and or 
interdependence between them. According to Creswell (1994) quantitative study as 
a type of study that is explaining phenomena by collecting numerical data that are 
analyzed using mathematically based methods (in particular statistic). Quantitative 
study is a means for testing objecting theories by examining the relationship among 
variables. These variables can be measured, typically on instrument, so that 
numbered data can be analyzed using statistical procedures. Quantitative study 
usually uses sample and hypothesis. The use of hypothesis in quantitative study is 
the most appropriate way in taking an accurate conclusion of test samples study so 
that researchers can precisely draw conclusion of test samples study so that 
researchers can precisely draw conclusions against the samples were treated to 
overall population. This study was conducted by the survey directly into the field. 
This chapter describe about steps that must be performed to analyze a model 
that has been developed in the previous chapters. Systematic of discussion in this 
chapter include the type of study, study location, population, and sample, type of 
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data and data collection, definition of variable operational, measurement scale, 
validity and reliability test, and data analysis techniques. 
 
4.2 Research Location 
Study location is where the holding of a study, while study is the actual layout 
of the site where researchers conduct study to obtain valid, accurate and really 
needed in study. Researchers also are to expected the reveal actual state of the 
object being examined include the characteristics of the location, environment as 
well as activities that exist in it. This study was conducted to tourists in Mount Bromo, 
Probolinggo, East Java. Mount Bromo is a tourism objects that are in four districts at 
once, namely Probolinggo, Lumajang, Pasuruan, and Malang. Mount Bromo has an 
altitude of 2.392 meters above sea level with body shape linked between the valleys 
and canyons with caldera or the sands covering an area of about 10 square 
kilometers. Some interesting things can be found in this area include: ocean sand 
area of the caldera, volcano and Shell Pura Poten located halfway the sea sand, 
Madakaripura waterfall, and the ceremony Tenggerese called Kasodo Ceremony. To 
reach Mount Bromo can take 3 routes: 
1. Probolinggo – Ketapang – Sukapura – Ngadisari – Cemoro Lawang – Mount 
Bromo (45 km) 
2. Pasuruan – Warung Dowo – Tosari – Wonokitri – Mount Bromo (71 km) 
3. Malang – Purwodadi – Nongkojajar – Tosari – Wonokitri – Penanjakan – 





4.3  Population and Sample 
 4.3.1 Population 
Based on Riley et.al. (2000:147) population refers to the total number of 
people, objects, or events that are relevant to the study aspect being studied or 
population is large group of common objects or subjects that have certain qualities 
and characteristics. Population in this study is all tourists period 2013 in Mount 
Bromo, Probolinggo regardless to gender. To obtain the samples in accordance 
with the expected information, the researchers determine the criteria respondents 
are as follows: 
(1) Domestic tourists. It because the ratio number of tourists who visit on Mount 
Bromo is very big between domestic and foreign tourists, at least 4:1. Many 
tourists who visit Mount Bromo from domestic rather than from foreign. So, 
this study use only domestic tourists because the number of domestic tourists 
visit Mount Bromo in 2011-2013 is very high. 
(2) The gender of male and female who visit Mount Bromo on 2011-2013 
(3) Education minimum at least high school education on the grounds already 
able to read and understand what is meant in the question asked. 
(4) Has attained the age ≥ 17 years old, arguing they were able to determine the 
decision to be taken. 
(5) Can communicate well 
4.3.2 Sample 
A sample is a sub-set of larger grouping, a population. Samples are 
frequently studied in order to learn something of the characteristics of the larger 
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groups (population) of which they part (Riley et.al, 2000:75). According to Hair et.al 
(2007:170), a sample is representative or a small portion of the population studied 
subjects using probability or non- probability procedures. Probability sample is 
technique that gives an opportunity or equal opportunity for every element 
(member) to be elected as members of the population sample. Probability methods 
include random sampling, multi stage sampling, stratified sampling, systematic 
sampling and cluster. Non probability sample is a technique that does not provide 
equal opportunity or chance for any element or selected members of the 
population to be sampled. These include incidental or accidental sample, judgment 
sampling, purposive sampling, snowball sampling and quote sampling. 
Method used in this study is purposive sampling (non probability sampling). 
Riley et.al (2000:76) explains that in non probability sampling or purposive 
sampling is technically defined as where the chance of selection for each element 
in a population is unknown, and for some elements is zero. Purposive sampling is 
a sampling technique used in those studies to prioritize study goals of the 
population in determining the nature of the study sample by taking population units 
that are considered “key” as the study sample. The study population can be 
calculated by finding the average visits per year. Based on the number of tourist 
arrivals in 2011-2013 known to tourists who come to Mount Bromo, an average of 
about 26 784 tourists per year (18.633 + 28.105 + 33.613 = 80.351:3 = 26.784). By 
knowing the amount of population we can look for the number of samples that will 






1 + 𝓃 (𝑒2)
 
Description: 
𝓃 = number of samples 
N = number of populations 










𝓃 = 99,628 
𝓃 = 100 
 
The samples in this study were 100 Indonesian tourists who are visit Mount 
Bromo. The gender is male and female with education minimum at least high 
school education on the grounds already able to read and understand what is 
meant in the question asked. Therefore, has attained the age ≥ 17 years old, 
arguing they were able to determine the decision to be taken and can 
communicate well. 
4.4 Data Types, source and Data Collection 
 4.4.1 Data Types 
(a)  Quantitative Data 
Quantitative data is the data a number that includes the number of tourist 
visits and the results of the questionnaire. 
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 (b) Qualitative Data 
Qualitative data is both number and the fact that can only be analyzed with 
qualitative analysis techniques. The data is in the form of information clearly and 
in accordance with the fact that this study could support such a general overview 
about the location of study, and other explanation related to writing. 
4.4.2 Source of Data 
(a) Primary data 
Primary data is data obtained through direct measurement by researchers 
from the source (study subject). In this study, primary data were be collected by 
questionnaire. 
(b) Secondary data 
Secondary data is data that is first traced and reported by people other than 
researcher. According to Hakim in Riley et all. (2000: 107), secondary data 
analysis as any further analysis of an existing data set which presents 
interpretations, conclusion, or knowledge additional to, or different from, those 
presented in the first report on the inquiry as a whole and its main results. The 
data can come from academic or no-academic sources. Secondary form data: 
documents, archives, records, and official reports related to the study. In order to 
reinforce the validity of the study, researchers also need to collect secondary 
data. Secondary data is the type of data that has to do with the problem being 
studied. Secondary data can be obtained from literature, journals, magazines, 




4.4.3 Data Collection 
Method of data collection in this study is by questionnaire. Questionnaire is 
a tool for collecting data in the form of a series of written questions posed to the 
respondents to get answers with some of the alternative answers given. According 
to Singh (2006: 191), “a questionnaire is a form which is prepared and distributed 
for the purpose of securing responses.” Beside, data collection can be done by 
documentation. Documentation means data collection with taking or quoting 
document that can support existing data in study.   
 
 
4.5 Operational Defnition of Variable 
Based on Riley et.al (2000:149), “a quantitative variable simply refers to an 
item of information a researcher is interested in evaluating or monitoring which can 
be described through one or more words and which assumes different numerical 
values.” Operational definition as the basic for measurement for preparing the study 
documents. 
 4.5.1  Independent Variable, Word of Mouth (WOM) 
WOM is a positive or negative commentary about a product (good or 
services) that are disseminated someone to others directly (face to face). WOM is 
one of marketing strategies using by one’s experience as tangible evidence of the 
satisfaction or dissatisfaction of the person will be a product that has been used. 
Independent variable is variable that nit influence with the other variables. 
Independent variables in this study are: 
67 
 
(1) Organic Word of Mouth (X1) are WOM is that occurs naturally when people 
become supporters or haters because they like or dislike that product. They  
and passion to share their experience to other consumers, with indicators: 
(a) Beautiful Sight 
(b) Hospitality and courtesy 
(c) Cultural attractiveness 
(d) Historical destination 
(e) Accessibility of the destination 
(f) Variety and quality of accommodations 
(g) Location of destination 
(2) Amplified word of mouth (X2) happens when company launch a promotion 
designed their product at new market or current market, with indicators: 
(a) Community in social media 
(b) Website about Mount Bromo 
(c) Information from friends or relatives 
(d) Information from other tourists. 
(e) Advertising or publicity 
(f) Event attachment 
4.5.2 Moderating Variable, Destination Image (Z) 
Moderating variable is a variable that explains a relation or provides a 
causal link between other variables. Based on Baron and Kenny (1986), the 
moderating function of the third variable which represents the relationship or 
provide casual link through which the independent variable is able to influence the 
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dependent variable. That is explains how or why a relationship exist between the 
independent and dependent variables. Moderating variable in this study is 
destination image. Destination image is a thing that is attached to the mind a 
person about a product. In this study the moderating variable have some 
indicators: 
(a) Famous destination 
(b) Reputation of the destination 
(c) Natural Resource 
(d) Historical and cultural attractiveness 
(e) Service quality 
(f) Natural environment 
4.5.3 Dependent Variable, Revisit Intention (Y) 
Dependent variable is as name suggests a variable which is identified as 
having a relationship or dependence on the value of one or more independent 
variables. The dependent variable in this study is Revisit Intention. Revisit Intention 
is repeat to visit a destination if that destination can give satisfied for the tourists. 
The dependent variable consists of three indicators: 
1) Short-term revisit intention 
2) Mid-term revisit intention 




Table 3: Concept, Variable, and Indicator 
Concept Variable Indicator 
Word of 
Mouth  
Organic Word of 
Mouth 
X1.1 Beautiful Sight 
X1.2 Hospitality and Courtesy  
X1.3 Cultural Attractiveness 
X1.4 Historical Destination 
X1.5 Accessibility of Destination 
X1.6 Variety and Quality Accommodation 
Amplified Word of 
Mouth 
X2.1 Community in Social Media 
X2.2 Website about Mount Bromo 
X2.3 Information from friends or relatives 
X2.4 Information from other tourists 
X2.5 Advertising or publicity 




Z1 Famous Destination 
Z2 Reputation of Destination 
Z3 Natural Resource 
Z4 Historical and cultural attractiveness 
Z5 Service quality 




Y1 Short-term Intention 
Y2 Mid-term Intention 
Y3 Long-term intention 
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4.6 Scales of Measurement 
Scales of measurement in this study is using Likert scale. This scale is used 
to measure the attitudes, opinions, and perceptions of person or group of people 
about social phenomena. This scale is made up of five alternatively answers that 
contain variations of the story of objects through the answers that were given a value 
of 1-5. The approach of Likert scale is to recognize that attitudes are not held 
independently within a person but exist in a coherent whole and therefore to capture 
an attitude is it necessary to find a batch of attitudes then to isolate the one which is 
the interest of the study, (Riley et.al, 2000:121). This study uses study ranges from 1 
to 5, where: 
(a) 1 indicates the size of strongly disagree 
(b) 2 indicates the size of disagree 
(c) 3 indicates the size of uncertain 
(d) 4 indicates the size of agree 
(e) 5 indicates the size of strongly agree 
 
4.7 Validity and Reliability Test 
 4.7.1  Validity Test 
Validity is an important key to effective study. If a piece of study is invalid, 
that is worthless. Validity is thus a requirement for both quantitative and qualitative 
study (Cohen et.al, 2007:134). Validity test is useful to know to what extent the 
intricate and precision of a measurement tool in performing the function of 
measurement. To obtain the coefficient validity is done by correlating the scores 
obtained on each item with a total score of each attribute. Validity is a measure 
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that indicates the level of the validity of an instrument. Measurement validity to 
measure every single thing on the question or statement in the questionnaire used 
item analysis: correlate each item with the total score, with the formula analysis 
correlation Product Moment Pearson as follows 
𝑟
𝑥𝑦 =
𝑛  ( 𝑥𝑦 )−( 𝑥   𝑦)
 〔𝑛  𝑥2− ( 𝑥)




r = correlation coefficient 
X = item 
Y = total variable 
N = the number of samples 
After rated r (called r count) is obtained, then the next compare between 
profitability of r is smaller than the value of α (p < 0,05)) then the question is said to 
be valid. 
4.7.2 Reliability Test 
Reliability in quantitative study is essentially a synonym for dependability, 
consistency and replicability over time, over instruments and over groups of 
respondent (Cohen et.al, 2007: 146). In this form reliability is a measure of 
consistency over time and over similar samples. A reliable instrument for a piece of 
study will yield similar data from similar respondent over time. Reliability test 
basically shows the extent to which a measurement tool can give results that are 
relatively the same when done measuring return on the same subject. An 
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alternative measure of reliability as internal consistency is the Cronbach Alpha, 
frequently referred to as the alpha coefficient of reliability, or simply the alpha. The 
Cronbach Alpha provides a coefficient of inter-item correlation that is the 
correlation of each item with the sum of all the other relevant items and is useful for 
multi-item scales. 
𝑟𝑛 =   
𝐾
𝐾 − 1




2   
  
Description: 
rn  = Instrument Reliability 
K  = Number of question 
 𝜎𝑏
2    = Number of item variants 
𝜎1
2   = Total variants 
The statistical significance of the correlation coefficient can be found and 
should be 0.05 or higher if reliability to be guaranteed (which can be done with 
SPSS). 
 
4.8 Data Analysis 
The analysis and interpretation of the data is the result of research activities 
turn data into information that can be used to draw conclusions in a study that has 
been done to the learning process. Data are classified into subgroups on the terms 
of the distribution and then analyzed with the results if the hypothesis is accepted or 
rejected. The final results of this analysis may be getting a new theory or 
generalization. According to Sing (2006: 223), “Data analysis means studying the 
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tabulated material in order to determine inherent facts or meanings. It involves 
breaking down existing complex factors into simpler parts and putting the parts 
together in new arrangements for the purpose of interpretation”. 
 4.8.1 Descriptive analysis 
This analysis describes the characteristics of the location of the study 
respondents followed the distribution of frequencies of the variables. The data 
collected and processed in the table, after it discussed in descriptive. Singh (2006: 
224) explains, the descriptive data analysis is the data were collected from a 
variety of tests and experiments that often have a little meaning or significance 
until they are classified or systematically reorganized.  
4.8.2 Path Analysis 
Path analysis is a statistical method used to examine hypothesized (casual) 
relationship between two or more variables. Path analysis is an extension of linear 
regression analysis is to find out whether there is influence from independent 
variables to the dependend variables by the presence of moderating variables. 
Path analysis Model was created based on the theory that supports the 
relationships between these variables. According by Lleras, path analysis is a 
statistical technique used primarily to examine the comparative strength of direct 
and indirect relationship among variables. A series of parameters are estimated by 
solving one or more structural equations in order to test the fit of the correlation 
matrix between two or more causal models, which are hypothesized by the studyer 
to fit the data. Path analysis comes from regression analysis and multiple 
regressions. Regression analysis has the following formula: 
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Y = Ao + A1X1 + A2X2 + … … AkXk + … … + e 
Based on the above formula can be obtained in this study of multiple linear 
regression equation as follows 
Y = P1X1 + P2X2 + P3X3 + P4X4 + e1 
Z = P5X1 + P6X2 + P7X3 + P8X4 + P9Y + e2 
When: 
X1 … Xk  = independent variable 
P1 … P9 = Path Coefficient 
Y = Dependent Variable 
Z = Moderating Variable 
e1 , e2 = Error 
a) Classical Assumptions Test 
Prior to the analysis of path, first test the underlying assumptions made an 
analysis of the path that is the assumption of normality, the absence of a 
correlation with the residual, and linearity. 
1) Normality Test 
Test of normality aims to test whether the residual path follows the 
distribution model in normal or not. A good path Model is a model which 
follows the normal distribution residual. The method use in testing the 
normality is the Kolmogorov-Smirnov test. Residual model is said to 
follow a normal distribution if the value of significance test is greater than 
alpha. 
2) Heteroscedasticity Test 
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Heteroscedasticity test aim to testing whether the regression model is a 
variant of the residual inequality occurred one to other observation. If a 
variant of residual observations to the other one remains, it is called 
homoskedastisity and if different will be called heteroscedasticity. Good 
regression Model is a model that does not happen heteroscedasticity. 
Methods that can be used to detect symptoms of the heteroscedasticity 
in this study were graph method. 
3) Linearity Test 
Linearity test aims to test whether the form of the relationship between 
independend variables and dependend variables is linear or not. A good 
path Model is a model in which the relationship between the two 
variables is linear. The method use in testing the linearity is with test 
curve estimation. The second relationship is said to be linear if the value 
of the variable significance test is smaller than the alpha used. 
b) Coefficient of Determination 
Coefficient of determination showing how high diversity of the dependend 
variable that can be explained by the independend variable. The magnitude of 
the coefficients of determination ranged from 0 to 1. The high of coefficient 
determination by the high of diversity, dependend variable can be explained by 
the independend variable. 
c)  t test 
To determine whether the regression equation obtained significant partial or 








t  = t value 
Sb = Standard error of true regression coefficient 
b  = linear regression coefficient 
t test used to determine if each independent variable in the partial influence 
on the dependant variable significant. To know the significant influence of 
independent variables in partial dependent variable and to find out which 
variables are dominant, then used the t test and beta coefficient was 
standardized. This testing is done using SPSS 16.0 for windows. Significance of 
the influence of each independent variable as well as by comparing the value of 
significance (Sig) with α = 0.05 in t test and if α < 0.05 was significant influence of 
significance. 
 
4.9 Result of Test Validity and Reliability Instrument 
The test instrument was conducted to test whether the instruments used in 
this study meets the requirements of a good or a measuring instrument in 
accordance with standard methods of study. Legality or validity of social study data 
is determined by the instruments use. Instruments said to be good if they meet 
three main requirements: (1) valid (2) reliable and (3) practical. When measuring 
instrument used is invalid or untrustworthy and unreliable or reliable, then the 
results of the study would not describe the real situation. On the validity and 
reliability, researchers used 30 respondents from the same population. More 
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details recapitulation of the validity and reliability of the instrument over the 
indicator variables of this study are presented in Table 4 to Table 8 below. 
















Sig. (2-tailed)  .011 .119 .003 .000 .078 .000 











Sig. (2-tailed) .011  .157 .104 .030 .001 .000 
N 30 30 30 30 30 30 30 
OWM.3 Pearson 
Correlation 







Sig. (2-tailed) .119 .157  .042 .000 .082 .000 












Sig. (2-tailed) .003 .104 .042  .080 .033 .000 














Sig. (2-tailed) .000 .030 .000 .080  .007 .000 












Sig. (2-tailed) .078 .001 .082 .033 .007  .000 
















Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
*. Correlation is significant at the 0.05 level (2-tailed).     








Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
OWM.1 20.57 11.495 .648 .772 
OWM.2 20.47 13.913 .533 .798 
OWM.3 20.40 13.421 .532 .797 
OWM.4 20.77 14.116 .513 .802 
OWM.5 20.77 10.185 .744 .748 
OWM.6 20.70 13.114 .547 .794 
Results 
Item of Question r count Significance Information 
OWM.1 0.789 0.000 Valid 
OWM.2 0.660 0.000 Valid 
OWM.3 0.675 0.000 Valid 
OWM.4 0.641 0.000 Valid 
OWM.5 0.862 0.000 Valid 
OWM.6 0.692 0.000 Valid 
Source: Primary Data Processed, 2013 
Table 4 depicts the result of validity the instruments Organic Word of Mouth 
consisting of 6 items obtain r count/Product Moment Correlation coefficient 
between 0.641 to 0.862 and the significance of the correlation value of 0.000. By 
using the terms of a correlation coefficient greater than 0.361 and a significance 
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value smaller than 5% alpha indicates that the decision was made to reject 𝐻0 and 
conclude that the questions Organic Word of Mouth is valid and can be used in the 
next analysis. 
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Sig. (2-tailed) .003  .000 .000 .003 .000 .000 














Sig. (2-tailed) .066 .000  .000 .000 .000 .000 














Sig. (2-tailed) .059 .000 .000  .008 .000 .000 
















Sig. (2-tailed) .026 .003 .000 .008  .000 .000 














Sig. (2-tailed) .289 .000 .000 .000 .000  .000 
















Sig. (2-tailed) .001 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
*. Correlation is significant at the 0.05 level (2-tailed).     
Reliability Statistics 







Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
AWM.1 16.73 30.202 .431 .895 
AWM.2 17.30 25.459 .755 .844 
AWM.3 17.50 24.534 .802 .835 
AWM.4 16.53 28.189 .694 .857 
AWM.5 17.20 26.303 .727 .849 
AWM.6 17.40 25.972 .710 .852 
Results 
Item of Question r count Significance Information 
AWM.1 0.589 0.001 Valid 
AWM.2 0.842 0.000 Valid 
AWM.3 0.876 0.000 Valid 
AWM.4 0.782 0.000 Valid 
AWM.5 0.819 0.000 Valid 
AWM.6 0.811 0.000 Valid 
Source: Primary Data Processed, 2013 
Table 5 shows the performance of validity the instruments Amplified Word 
of Mouth consisting of 6 items gain r count/ Product Moment Correlation coefficient 
between 0.589 to 0.876 and the significance of the correlation value of 0.000. By 
using the terms of a correlation coefficient greater than 0.361 and a significance 
value smaller than 5% alpha indicates that the decision was made to reject 𝐻0 and 
conclude that the questions Amplified Word of Mouth is valid and can be used in 
the next analysis. 
82 
 




















Sig. (2-tailed)  .000 .000 .000 .032 .000 .000 
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Sig. (2-tailed) .032 .000 .000 .001  .000 .000 
















Sig. (2-tailed) .000 .000 .001 .000 .000  .000 
















Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed).     













Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
DI.1 
20.67 20.161 .735 .918 
DI.2 
20.57 21.013 .899 .898 
DI.3 
20.43 19.909 .804 .907 
DI.4 
20.57 20.323 .835 .903 
DI.5 
21.17 21.316 .674 .925 
DI.6 
20.77 21.289 .781 .910 
Results 
Item of Question r count Significance Information 
DI.1 0.827 0.000 Valid 
DI.2 0.929 0.000 Valid 
DI.3 0.872 0.000 Valid 
DI.4 0.889 0.000 Valid 
DI.5 0.777 0.000 Valid 
DI.6 0.847 0.000 Valid 
Source: Primary Data Processed, 2013 
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Table 6 shows the outcome of validity the instruments Destination Image 
consisting of 6 items obtains r count/Product Moment Correlation coefficient 
between 0.777 to 0.929 and the significance of the correlation value of 0.000. By 
using the terms of a correlation coefficient greater than 0.361 and a significance 
value smaller than 5% alpha indicates that the decision was made to reject 𝐻0 and 
conclude that the questions Destination Image is valid and can be used in the next 
analysis. 
 




RI.1 RI.2 RI.3 RI.4 RI 
RI.1 Pearson Correlation 1 .748** .585** .749** .893** 
Sig. (2-tailed)  .000 .001 .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000  .001 .000 .000 
N 30 30 30 30 30 
RI.3 Pearson Correlation .585** .568** 1 .613** .769** 
Sig. (2-tailed) .001 .001  .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000 .000 .000  .000 
N 30 30 30 30 30 
RI Pearson Correlation .893** .901** .769** .899** 1 
Sig. (2-tailed) .000 .000 .000 .000  





RI.1 RI.2 RI.3 RI.4 RI 
RI.1 Pearson Correlation 1 .748** .585** .749** .893** 
Sig. (2-tailed)  .000 .001 .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000  .001 .000 .000 
N 30 30 30 30 30 
RI.3 Pearson Correlation .585** .568** 1 .613** .769** 
Sig. (2-tailed) .001 .001  .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000 .000 .000  .000 
N 30 30 30 30 30 
RI Pearson Correlation .893** .901** .769** .899** 1 
Sig. (2-tailed) .000 .000 .000 .000  
N 30 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed).   
 
Reliability Statistics 










Scale Mean if 
Item Deleted 
Scale Variance 





Alpha if Item 
Deleted 
RI.1 
11.87 6.671 .803 .836 
RI.2 
12.10 5.886 .791 .846 
RI.3 
12.00 8.138 .644 .895 
RI.4 
12.03 6.516 .811 .832 
Results 
Item of Question r count Significance Information 
RI.1 0.893 0.000 Valid 
RI.2 0.901 0.000 Valid 
RI.3 0.769 0.000 Valid 
RI.4 0.899 0.000 Valid 
Source: Primary Data Processed, 2013 
 
Table 7 depicts the result of validity the instruments Revisit Intention 
consisting of 6 items gain r count/Product Moment Correlation coefficient (r count) 
between 0.769 to 0.901 and the significance of the correlation value of 0.000. By 
using the terms of a correlation coefficient greater than 0.361 and a significance 
value smaller than 5% alpha indicates that the decision was made to reject 𝐻0 and 






Table 8: Results of Reliability Testing Instruments 
Variable Cronbach's Alpha 
Organic Word of Mouth 0.816 
Amplified Word of Mouth 0.878 
Destination Image 0.924 
Revisiting Intention 0.887 
Source: Primary Source, 2013 
  
The result of instrument reliability test on the questions of Organic Word of 
Mouth consisting of 6 items available questions Cronbach's Alpha gains value of 
0.816. From these results it can be taken the decision to reject 𝐻0 and conclude 
that the questions are reliable because the value of Cronbach's Alpha is greater 
than 0,600 or included in the criteria for "very high" in the index coefficient of 
reliability, which means that the questions Organic Word of Mouth has a very high 
reliability in measure the respondents' answers. 
The result of instrument reliability test on the questions of Amplified Word of 
Mouth with of 6 items available questions Cronbach's Alpha obtains value of 0.878. 
The questions are reliable because the value of Cronbach's Alpha is greater than 
0,600 or included in the criteria for "very high" in the index coefficient of reliability. It 
means that the questions Amplified Word of Mouth has a very high reliability in 
measure the respondents' answers. It can be taken the decision to reject 𝐻0. 
0.924 Cronbach's Alpha value is used to Instrument reliability test results 
on the questions of Destination Image consisting of 6 items. The value of 
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Cronbach's Alpha is greater than 0,600 or included in the criteria for "very high" in 
the index coefficient of reliability. So, the decision is to reject 𝐻0 and conclude that 
the questions are reliable. It means that the questions of Destination Image have a 
very high reliability in measure the respondents' answers. 
The questions of Revisit Intention consisting of 6 items have 0.887 
Cronbach's Alpha value when the reliability test used. These result taken the 
decision to reject 𝐻0 and conclude that the questions are reliable. The reason is 
the value of Cronbach's Alpha is greater than 0,600 or included in the criteria for 
"very high" in the index coefficient of reliability. It says that the questions Revisit 





RESULT AND DISCUSSION 
 
5.1  An Overview of Mount Bromo 
The popularity of Mount Bromo with all attractiveness makes many domestic 
and foreign tourists visit to see the Mount Bromo. It can be seen from a quite large 
number of Mount Bromo tourists. (See table 1). From Table 1 (page 5) it can be seen 
the growth number of tourist from 2011 to 2013. In 2011 tourist visits 18,633 tourists. 
In 2012, the number of tourists visiting Mount Bromo increased quite rapidly as it 
reaches the amount of 28.105 tourists and continued to increase in 2013 to reach 
33,613 tourists. The increase in tourist visits to Mount Bromo from 2011-2013 can be 
seen in Graph 1 
 



















5.2  Results 
5.2.1  Characteristic of Respondents 
Characteristics of respondents are used to get a clear about the characters of 
the respondents in the study. The characteristics of respondents who observed in 
this study include gender, age, education, occupation, and income. Summary of 
results is presented as follows. 
The respondents in this study based on gender are divided by two, the male 
and the female. The division between the male and female respondents are quite 
balance well. It can be seen in Table 9: 
 
Table 9: Characteristic of Respondents by Gender 
Gender Frequency (f) Percentage (%) 
Male 55 55.0 
Female 45 45.0 
The Total of 100 100.0 
Source: Primary data processed, 2013 
 
Table 9 shows that the male respondent as many as 55 people and female 
respondents as many as 45 people. This shows that this happens on the study of the 
balance of the respondents based on gender and show that tours of Mount Bromo is 
visited by both tourists, male and female. For more details can be seen in the 




Source: Primary data processed, 2013 
The respondents in this study based on age are divided by four, 17-25 years, 
26-35 years, 36-45 years, and >45 years. Division based on age characteristic 
tourists conducted to determine the most frequently visited Mount Bromo is included 
in any age level. It can be seen in Table 10: 
Table 10: Characteristic of Respondents by Age 
Age Frequency (f) Percentage (%) 
17 - 25 years 70 70.0 
26 - 35 years 23 23.0 
36 - 45 years 6 6.0 
> 45 years 1 1.0 
The Total of 100 100.0 
Source: Primary data processed, 2013 
55%
45%





Table 10 depicts that respondents were aged between 17-25 years as many 
as 70 people, aged between 26-35 years as many as 23 people, aged between 36-
45 years as many as 6 people, and older than 45 years by as much as 1 person. 
This indicates that most tourists or the most frequently visiting Mount Bromo is those 




Source: Primary data processed, 2013 
 
The respondents in this study based on education are divided by three, high 
school, bachelor degree, and upper than bachelor degree. Division based on tourists 
education characteristic conducted to determine the most frequently visited Mount 













Table 11: Characteristic of Respondents by Education 
Education Frequency (f) Percentage (%) 
High School 60 60.0 
Bachelor Degree 39 39.0 
Upper than Bachelor Degree 1 1.0 
The Total of 100 100.0 
Source: Primary data processed, 2013 
 
The high school education backgrounds respondents as many as 60 people, 
bachelor degree as many as 39 people, upper than bachelor degree as many as 10 
people. This indicates that most tourists visiting Mount Bromo is high school 
educated. For more details can be seen in the following Pie Chart 3: 
 




Pie Chart 3: Characteristic of Respondents by Education
High School
Bachelor Degree
Upper than bachelor degree
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The respondents in this study based on occupation are divided by six, 
government authority, business owner, employee, job seeker, student, and 
housewife. Division based on occupation tourists characteristic conducted to 
determine the most frequently visited Mount Bromo is included in any occupation 
level. It can be seen in Table 12: 
 
Table 12: Characteristic of Respondents by Occupation 
Occupation Frequency (f) Percentage (%) 
Government Authority 8 8.0 
Business Owner 7 7.0 
Employee 46 46.0 
Job Seeker 14 14.0 
Student 21 21.0 
Housewife 4 4.0 
Total 100 100.0 
Source: Primary data processed, 2013 
 
It can be seen that respondents who work as government authority as many 
as 8 people, business owner as many as 7 people, employee as many as 46 people, 
job seeker as many as 14 people, students as many as 21 people, and housewives 
as many as 4 people. This suggests that most tourists are to have a job as an 




Source: Primary data processed, 2013 
The respondents in this study based on household incomeare divided by 5, < 
Rp. 1.250.000, Rp 1.250.000 - Rp. 2.500.000, Rp. 2.500.000 - Rp. 3.750.000, Rp. 
3.750.000 - Rp. 5.000.000, and > Rp. 5.000.000. Division based on income 
characteristic tourists conducted to determine the most frequently visited Mount 
Bromo is included in any income level. It can be seen in Table 13: 
Table 13: Characteristic of Respondents by Income 
Income Frequency (f) Percentage (%) 
< Rp. 1.250.000 64 64.0 
Rp 1.251.000 - Rp. 2.500.000 24 24.0 
Rp. 2.501.000 - Rp. 3.750.000 3 3.0 
Rp. 3.751.000 - Rp. 5.000.000 5 5.0 
> Rp. 5.000.000 4 4.0 
The Total of 100 100.0 
















The respondent had income of less than Rp 1,250,000 as many as 64 
people, between Rp 1.250.000-Rp. 2,500,000 as many as 24 people, between Rp. 
2,500,000-Rp. 3.750.000 as many as 3 people, between Rp. 3.750.000 until Rp. 
5,000,000 as many as 5 people, and more than Rp. 5,000,000 as many as 4 people. 
This indicates that most tourists are having an income less than Rp 1,250,000. For 
more details it can be seen in the following Pie Chart 5: 
 
Source: Primary data processed, 2013 
Mount Bromo has very various tourists. From the description above it can 
conclude several things. Based on the age level, Mount Bromo very attractive for 
tourists aged 17-25. Based on educational background, Mount Bromo very attractive 
for those who graduate from high school. Based on the occupation, Mount Bromo is 
very attractive to those who work as employees. Based on household income in a 














5.2.2 Descriptive Analysis 
This analysis describes the characteristics of the study location respondents 
followed the distribution of frequencies of the variables. The data collected and 
processed in the table, after it discussed in descriptive. The descriptive data analysis 
is the data collected from tests and experiments often have a little meaning or 
significance until they have been classified or rearranged in a systematic way. 
Descroptive analysis will explain with distribution respondents answer. In this section 
will be presented the distribution of answers from respondents to the questions 
asked. The test results are outline as follows. 
Table 14: Frequency Distribution of Answers Organic Word of Mouth Variable 
Indicator 
VDA DA N A VA 
Freq % Freq % Freq % Freq % Freq % 
OWM.1 2 2% 1 1% 4 4% 49 49% 44 44% 
OWM.2 0 0% 2 2% 33 33% 41 41% 24 24% 
OWM.3 1 1% 2 2% 10 10% 51 51% 36 36% 
OWM.4 1 1% 3 3% 25 25% 48 48% 23 23% 
OWM.5 3 3% 6 6% 20 20% 47 47% 24 24% 
OWM.6 1 1% 7 7% 33 33% 41 41% 18 18% 
Source: Primary data processed, 2013  
 
In a statement on Organic Word of Mouth No. 1 is Mount Bromo has a 
beautiful sight like Mount Batok, Poten Temple, and Sea Sand found most 
respondents agree with the answer (A) as many as 49 respondents (49%) and the 
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answer Very Agree (VA) were 44 respondents (44%). This shows that the majority of 
the respondents strongly agreed to the statement. 
The item question of Organic Word of Mouth No. 2 is people around Mount 
Bromo very kind. Respondents agree with the answer (A) as many as 41 
respondents (41%) and the answer Neutral (N) were 33 respondents (33%). It 
means the majority of the respondents agreed to the statement. 
Statement on Organic Word of Mouth No. 3 is cultural attractiveness in Mount 
Bromo is very good found most respondents agree with the answer (A) as many as 
51 respondents (51%) and the answer Strongly Agree (SA) were 36 respondents 
(36%). So, many respondents agreed to the statement. 
Organic Word of Mouth No. 4 is Mount Bromo has a historical destination 
found most respondents agree with the answer (A) as many as 48 respondents 
(48%) and the answer Neutral (N) were 25 respondents (25%). So, the majority of 
the respondents agreed to the statement. 
No. 5 is Mount Bromo can be accessed easily from any areas in item 
questions of Organic Word of Mouth, found that most respondents agree with the 
answer (A) as many as 47 respondents (47%) and the answer Very Agree (VA) were 
24 respondents (24%). The fact is majority of the respondents agreed to the 
statement. 
The last question in statement on Organic Word of Mouth is Mount Bromo 
has a variety and quality accomodations. Most respondents agree with the answer 
(A) as many as 41 respondents (41%) and the answer Neutral (N) were 33 




Table 15: Frequency Distribution of Answers Amplified Word of Mouth Variable 
Indicator 
VDA DA N A VA 
Freq % Freq % Freq % Freq % Freq % 
AWM.1 4 4% 6 6% 14 14% 48 48% 28 28% 
AWM.2 8 8% 20 20% 18 18% 41 41% 13 13% 
AWM.3 14 14% 23 23% 31 31% 24 24% 8 8% 
AWM.4 8 8% 16 16% 26 26% 28 28% 22 22% 
AWM.5 10 10% 18 18% 36 36% 26 26% 10 10% 
AWM.6 13 13% 24 24% 37 37% 21 21% 5 5% 
Source: Primary data processed, 2013 
 
The first statement question on Amplified Word of Mouth is I know about 
Mount Bromo from friends or relatives who visited there found most respondents 
agree with the answer (A) as many as 48 respondents (48%) and the answer Very 
Agree (VA) were 28 respondents (28%). It means that the many respondents agreed 
to the statement. 
The second statement on Amplified Word of Mouth is I know about Mount 
Bromo from other travellers who visited there. Most respondents agree with the 
answer (A) as many as 41 respondents (41%) and the answer Disagree (DA) were 




The third statement on Amplified Word of Mouth is I know about Mount 
Bromo from advertising like movie, tourism book, brochures, leaflet, etc. 
Respondents neutral with the answer (N) as many as 31 respondents (31%) and the 
answer Agree (A) were 24 respondents (24%). So, the majority answer is neutral to 
the statement. 
The fourth statement on Amplified Word of Mouth is I know about Mount 
Bromo from event in there, like Kasodo and Jazz Gunung found most respondents 
agree with the answer (A) as many as 28 respondents (28%) and the answer Neutral 
(N) were 26 respondents (26%). This shows that the majority of the respondents 
agreed to the statement. 
The fifth statement on Amplified Word of Mouth is I know about Mount Bromo 
because I am joining in social media (facebook, twitter, blog, etc). The majority of the 
respondents neutral with the statement. It can be seen from respondents neutral that 
the answer (N) as many as 36 respondents (36%) and the answer Agree (A) were 26 
respondents (26%).  
The last statement on Amplified Word of Mouth is I know about Mount Bromo 
because I visited the website of mount Bromo found most respondents neutral with 
the answer (N) as many as 37 respondents (37%) and the answer Disagree (DA) 
were 24 respondents (24%). This shows that the majority of the respondents neutral 






Table 16: Frequency Distribution of Answers Destination Image Variable 
Indicator 
VDA DA N A VA 
Freq % Freq % Freq % Freq % Freq % 
DI.1 3 3% 3 3% 20 20% 28 28% 46 46% 
DI.2 1 1% 1 1% 11 11% 47 47% 40 40% 
DI.3 2 2% 0 0% 5 5% 30 30% 63 63% 
DI.4 2 2% 2 2% 10 10% 42 42% 44 44% 
DI.5 3 3% 6 6% 42 42% 33 33% 16 16% 
DI.6 1 1% 2 2% 35 35% 44 44% 18 18% 
Source: Primary data processed, 2013 
Majority respondents when answer destination image variable No. 1 is very 
agree with the statement. The statement is Mount Bromo has very popular even in 
the world. Respondents very agree that the answer (VA) as many as 46 respondents 
(46%) and the answer Agree (A) were 28 respondents (28%).  
The statement on Destination Image No. 2 is Mount Bromo has a good 
reputation shows that the majority of the respondents agree with the statement. It 
can be described that most respondents agree the answer (A) as many as 47 
respondents (47%) and the answer very agree (VA) were 40 respondents (40%). 
Destination Image item No. 3 is Mount Bromo has a beautiful sight. Most 
respondents very agree with the answer (VA) as many as 63 respondents (63%) and 
the answer Agree (A) were 30 respondents (30%). So, the majority of the 
respondents very agree to the statement. 
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In a statement on Destination Image No. 4 is Mount Bromo has an attractive 
cultural heritage found most respondents very agree with the answer (VA) as many 
as 44 respondents (44%) and the answer Agree (A) were 42 respondents (42%). 
This shows that the majority of the respondents very agree to the statement. 
The fifth item on Destination Image is Hotel and restaurant in Mount Bromo 
has a good quality service. Majority of the respondents neutral with that statement. It 
can be seen that most respondents neutral with the answer (N) as many as 42 
respondents (42%) and the answer Agree (A) were 33 respondents (33%). 
The last Destination Image item is people around Mount Bromo are very 
humble and friendly found most respondents agree with the answer (A) as many as 
44 respondents (44%) and the answer neutral (N) were 35 respondents (35%). This 
shows that the majority of the respondents agree to the statement. 
Table 17: Frequency Distribution of Answers Revisit Intention Variable 
Indicator 
VDA DA N A VA 
Freq % Freq % Freq % Freq % Freq % 
RI.1 1 1% 8 8% 16 16% 40 40% 34 34% 
RI.2 3 3% 13 13% 23 23% 41 41% 20 20% 
RI.3 1 1% 7 7% 21 21% 55 55% 16 16% 
RI.4 2 2% 1 1% 13 13% 53 53% 31 31% 
Source: Primary data processed, 2013 
 
In a statement on Revisit Intention No. 1 is I intend to revisit Mount Bromo in 
the near future found most respondents agree with the answer (A) as many as 40 
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respondents (40%) and the answer very agree (VA) were 34 respondents (34%). 
This shows that the majority of the respondents agree to the statement. 
Second statement on Revisit Intention is Kasodo and Jazz Gunung makes 
me visit Mount Bromo more often give result the majority of respondents agree with 
that statement. It described with most respondents agree with the answer (A) as 
many as 41 respondents (41%) and the answer neutral (N) were 23 respondents 
(23%). 
Third statement on Revisit Intention is I am interested to revisit Mount Bromo 
but not in the near future. Most respondents agree with the answer (A) as many as 
55 respondents (55%) and the answer neutral (N) were 21 respondents (21%). So, 
the majority of the respondents agree to the statement. 
The last statement on Revisit Intention It is very likely that I will revisit Mount 
Bromo next time with majority of respondents agree with that. It shows that most 
respondents agree with the answer (A) as many as 53 respondents (53%) and the 
answer very agree (VA) were 31 respondents (31%).  
 
5.2.3 Path Analysis 
 
Path analysis is an extension of the linear regression analysis. It is to 
determine whether there is the influence of independent variables on the dependent 
variable in the presence of intervening variables. Path analysis model establish 






(1) Classical Assumption 
Prior to the analysis of path, first test the underlying assumptions made an 
analysis of the path that is the assumption of normality, the absence of a 
correlation with the residual, and linearity. 
a) Normality Test 
Test of normality aims to test whether the residual path follows the 
distribution model in normal or not. A good path Model is a model which 
follows the normal distribution residual. The method used in testing the 
normality is the Kolmogorov-Smirnov test. Residual model is said to follow a 
normal distribution if the value of significance test is greater than alpha. The 
test results are presented below. 
Table 18: Residual Model 
One-Sample Kolmogorov-Smirnov Test 






N 100 100 
Normal Parameters
a
 Mean .0000000 .0000000 
Std. Deviation 2.11941761 2.23548548 
Most Extreme Differences Absolute .054 .084 
Positive .054 .055 
Negative -.045 -.084 
Kolmogorov-Smirnov Z .538 .839 
Asymp. Sig. (2-tailed) .934 .482 
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One-Sample Kolmogorov-Smirnov Test 






N 100 100 
Normal Parameters
a
 Mean .0000000 .0000000 
Std. Deviation 2.11941761 2.23548548 
Most Extreme Differences Absolute .054 .084 
Positive .054 .055 
Negative -.045 -.084 
Kolmogorov-Smirnov Z .538 .839 
Asymp. Sig. (2-tailed) .934 .482 
a. Test distribution is Normal.   
Variable Significancy Information 
Residual Model 1 0,934 Normal 
Residual Model 2 0,482 Normal 
Source: Primary data processed, 2013 
The assumption of normality test using the Kolmogorov-Smirnov in table 
18. These assumptions are met if the value significance of Kolmogorov-
Smirnov residual model alpha is greater than 5%. From the test result 
obtained the value significance of Kolmogorov-Smirnov to two consecutive 
equation is equal to 0,934 and 0,389, because both the value of the 
Kolmogorov-Smirnov is greater than 5% alpha (0,050) than it can be said that 
the assumption of normality is fulfilled. 
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In addition to using the Kolmogorov-Smirnov method, testing normality 
can also use normal p-p plot that is if the points on a scatter plot of the 
standardized residuals and are spread around the diagonal line, then the 


















Source: Primary data processed, 2013 
Figure 8: Results of Testing the Assumptions of Normality 
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Figure 8 shows the linear plot of the data that moves follow a linear 
diagonal line so that it can be concluded that the data were normally 
distributed and met the assumptions of normality. 
b) Heteroscedasticity Test 
Heteroscedasticity test aimed at testing whether the regression model is a 
variant of the residual inequality occurred one other observation to 
observation. If a variant of residual observations to the other one remains, it 
is called homoscedasticity and if different will be called heteroscedasticity. 
Good regression Model is a model that does not happen heteroscedasticity. 
Methods that can be used to detect symptoms of the heteroscedasticity in 
this study were graph method. 
To determine whether there is heteroscedasticity between the 
independent variables can be seen from the graph plots the predictive value 
of the dependent variable (ZPRED) with residual (SRESID). Presence or 
absence of symptoms of heteroscedasticity can be determined by two things, 
among others: 
(a) If the scatter of data in the form of dots and irregular form a specific 
pattern, then there is the problem of heteroscedasticity 
(b) If the scatter of data in the form of dots do not form a specific pattern 


























Source: Primary data processed, 2013 




The result of the analysis in Figure 9 shows that the dots spread 
randomly and has no form a particular pattern. This indicates that there is no 
indication that these assumptions are met heteroscedasticity. 
c) Linearity Test 
Linearity test aims to test whether the form of the relationship between 
independend variables and dependend variables is linear or not. A good path 
Model is a model in which the relationship between the two variables is 
linear. The method used in testing the linearity is with test curve estimation. 
The second relationship is said to be linear if the value of the variable 
significance test is smaller than the alpha used. The test results are 
presented below 
 
Table 19: Linearity Testing Results with the Curve Fit 
Variable Significancy Information 
Organic Word of Mouth -> Destination Image 0,000 Linier 
Amplified Word of Mouth -> Destination Image 0,000 Linier 
Organic Word of Mouth -> Revisiting Intention 0,000 Linier 
Amplified Word of Mouth -> Revisiting Intention 0,018 Linier 
Destination Image -> Revisiting Intention 0,000 Linier 
Source: Primary data processed, 2013 
Testing the assumption of linearity in Table 19 was conducted using the 
Curve Fit to see the shape of the relationship between independent variables 
and the dependent variable. The test results showed that significant value in 
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relation to the Organic Word of Mouth on Destination Image of 0.000, the 
relationship Amplified Word of Mouth on Destination Image of 0.000, it can be 
concluded that the significant value for the second relationship is less than 
5% alpha, so it can be concluded that the assumption of linearity fulfilled. 
The test results showed that the significant value relationships Organic 
Word of Mouth on Revisiting Intention of 0.000, the relationship Amplified 
Word of Mouth on Revisiting Intention of 0.018, and the relationship to the 
Destination Image Revisiting Intention of 0.000, it can be concluded that the 
significant value for the third relationship is less than alpha 5%, so it can be 
concluded that the assumption of linearity is met 
(2) Coefficient of Determination 
Coefficient of determination showing how high diversity of the dependend 
variable that can be explained by the independend variable. The magnitude of 
the coefficients of determination ranged from 0 to 1. The higher the coefficient of 
determination of the higher diversity of dependend variable can be explained by 
the independend variable. 
From the test results on the model coefficient of determination between 
Organic and Amplified Word of Mouth Word of Mouth on Destination Image is 
0.570 or the amount of diversity Destination Image can be explained by the 
Organic and Amplified Word of Mouth Word of Mouth is at 57.0% and the 
diversity of Destination Image explained by another variable is equal to 43.0%. 
Of the total variability of 57.0%, Organic Word of Mouth gives a contribution of 
42.6% and Amplified Word of Mouth gives a contribution of 14.4%. 
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From the test results on the model coefficient of determination between the 
Organic Word of Mouth, Word of Mouth Amplified, and Destination Image on 
Revisiting Intention is 0.413 or magnitude Revisiting Intention diversity can be 
explained by the Organic Word of Mouth, Word of Mouth Amplified, and 
Destination Image is for 41.3% and Revisiting Intention diversity is explained by 
another variable is equal to 58.7%. Of the total variability of 41.3%, Organic 
Word of Mouth gives a contribution of 18.8%, Amplified Word of Mouth gives a 
contribution of 3.0%, and Destination Image contributed by 19.6%. Besides that, 
the coefficient of determination can be used to calculate the effect of the error. 
By using the coefficient of determination of 0.570 to 0.413 in the first model and 
the second model the effect of errors on the first model obtained was 0,656 and 
in the second model the effect of error obtained was 0.766. 
(3) t test 
Hypothesis testing is performed using the t test. T test was partial test to 
determine whether there is the effect of each independent variable (predictor) on 
the dependent variable (response). The hypothesis that the t test: 
𝐻0 : Each independent variable does not affect the dependent variable 
𝐻1 : All independent variables affect the dependent variable 
Terms of decision-making to test the hypothesis is by comparing the t value 
with the value of t table, or can be by comparing the value of significance 
(probability) with a limit of decision error rate (alpha) were determined. If the t 
value (absolute) greater than t table value or significance value is less than 
alpha, then the decision is to reject H0. 
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Table 20: Path Analysis of Organic Word of Mouth and Amplified Word of 
Mouth on Destination Image 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 .755a .570 .561 2.14116 
a. Predictors: (Constant), Amplified Word of Mouth, Organic Word of Mouth 





Squares Df Mean Square F Sig. 
1 Regression 590.049 2 295.024 64.352 .000a 
Residual 444.701 97 4.585   
Total 1034.750 99    
a. Predictors: (Constant), Amplified Word of Mouth, Organic Word of Mouth  










t Sig. B Std. Error Beta 
1 (Constant) 6.498 1.614  4.025 .000 
Organic Word of 
Mouth 
.709 .077 .705 9.257 .000 
Amplified Word of 
Mouth 
.067 .054 .095 1.245 .216 
a. Dependent Variable: Destination Image     
Source: Primary Data Processed, 2013 
 
The results of path analysis with t count 9.257 and greater than t table 1.960 
or 0.000 significance level alpha is smaller than 5% (0,050) states that there is a 
significant influence between Organic Word of Mouth on Destination Image. 
Significance value of 0.000 indicates that the level of error in stating that there 
are significant between the Organic Word of Mouth on Destination Image is of 
0.0%. 
Further, the results of path analysis with 1,245 t and smaller than t table 
1.960 or 0.216 significance level alpha greater than 5% (0,050) stated that there 
is influence between Amplified Word of Mouth on Destination Image but not 
significant. Significance value of 0.216 indicates that the level of error in stating 
















Source: Primary Data Processed, 2013 
 
Table 21: Path Analysis of Organic Word of Mouth, Amplified Word of Mouth, 
Destination Image on Revisiting Intention 
 
Model Summaryb 
Model R R Square Adjusted R Square 
Std. Error of the 
Estimate 
1 .643a .413 .395 2.27015 
a. Predictors: (Constant), Destination Image, Amplified Word of Mouth, Organic Word of 
Mouth 











Squares Df Mean Square F Sig. 
1 Regression 348.008 3 116.003 22.509 .000a 
Residual 494.742 96 5.154   
Total 842.750 99    
a. Predictors: (Constant), Destination Image, Amplified Word of Mouth, Organic Word of 
Mouth 










t Sig. B Std. Error Beta 
1 (Constant) .624 1.849  .338 .736 
Organic Word of 
Mouth 
.319 .111 .352 2.864 .005 
Amplified Word of 
Mouth 
-.065 .058 -.102 -1.130 .261 
Destination Image .345 .108 .382 3.204 .002 
a. Dependent Variable: Revisiting Intention     
Source: Primary Data Processed, 2013 
 
 
Table 21 shows of path analysis with 2,864 t count and greater than t table 
1.960 or 0.005 significance level less than 5% alpha (0.050) states that there is a 
significant influence between Organic Word of Mouth on Revisiting Intention. 
Significance value of 0.005 indicates that the level of error in stating that there 
are significant between the Organic Word of Mouth on Revisiting Intention is at 
0.5%. 
The results of path analysis in Table 21 with 1,130 t count and smaller than t 
table 1.960 or 0.261 significance level alpha greater than 5% (0,050) stated that 
there is no significant influence between Amplified Word of Mouth on Revisiting 
Intention. Significance value of 0.261 indicates that the level of error in stating 
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that there is influence between Amplified Word of Mouth on Revisiting Intention 
amounted to 26.1%. 
Table 21 shows that testing of destination image influence on revisit intention. 
The results of path analysis with 3,204 t count and greater than t table 1.960 or 
0.002 significance level less than 5% alpha (0.050) states that there is a 
significant influence between Destination Image on Revisiting Intention. 
Significance value of 0.002 indicates that the level of error in stating that there 
are significant between Destination Image on Revisiting Intention is at 0.2%. 
 
Figure 10: Model of Organic Word of Mouth, Amplified Word of Mouth, 




















(4) Path Equation 
The study conducted is modeling the Organic Word of Mouth, Word of Mouth 
Amplified, and Destination Image on Revisiting Intention. The model of path 













Source: Primary data processed, 2013 
Figure 12: Path Diagram 
Sign of * its mean there are significant influence 
Equation path is formed by Figure 11 are: 
Z = 0,705 𝑋1 + 0,095 𝑋2 + 0,656 



















Figure 11 about path diagram describe the coefficient value is positive 
(0.705) and significant that form relationship Organic Word of Mouth on 
Destination Image is directly proportional, which means that the better of Organic 
Word of Mouth factors will improve the image of the tourist Destination. 
The coefficient value of Amplified Word of Mouth on Destination Image is 
positive (0.095) and non-significant. It states that form Amplified Word of Mouth 
on Destination Image is directly proportional to the level. It means that the 
Amplified Word of Mouth factors will able to improve Destination Image on the 
tourists but not significant. 
Path diagram shows that the coefficient value is positive (0.352) and 
significant that form relationships Organic Word of Mouth on Revisiting Intention 
is directly proportional. It means that the better the Organic Word of Mouth 
factors will increase Revisiting Intention on the tourists. 
The coefficient value of Amplified Word of Mouth on Revisit Intention is 
negative (-0.102) and non significant. It shows that the form of the relationship 
Amplified Word of Mouth on Revisiting Intention has no influence, which means 
that the level of factor Amplified Word of Mouth will not be able to reduce 
Revisiting Intention on the tourists. 
The relationship of Destination Image on Revisit Intention has coefficient 
value is positive (0.382) and significant. It shows the relationship Destination 
Image on Revisiting Intention is directly proportional which means that the better 





(1) The influence of Organic Word of Mouth on Destination Image 
Based on the results in Table 21 shows that the Organic Word of Mouth has  
a positive and significant effect on the Destination Image with a significance 
of 0,000 and a coefficient 0,705 at α = 5% (0,050). It depicts that Organic 
Word of Mouth have been able to promote the destination image (reputation) 
of Mount Bromo among tourists. Organic Word of Mouth is a WOM that 
happen naturally when people become supporters because they enjoy and 
love Mount Bromo and have a natural passion to share their enthusiasm and 
support to other people. Especially the effect of the six indicators consisting 
of beautiful sight, hospitality and courtesy, historical destination, accessibility 
of the destination, variety and quality of accommodation has a value which is 
not much different. It means that all the indicators have effect at the Organic 
Word of Mouth. The Value of the coefficient is positive and significant 0.705. 
It states that form relationship Organic Word of Mouth on Destination Image 
is directly influenced. It means that the better Organic Word of Mouth factors 
will increase the image of the tourist Destination. More people who shared 
their experiences after tour to Mount Bromo will increasingly affect the 
destination image of Mount Bromo, whether it is a good or bad image 
depending on one's satisfaction when visiting Mount Bromo. The more things 
that are told, the image of Mount Bromo also attached to a person's mind. So, 
relationship Organic Word of Mouth on Destination Image is directly 
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influenced, which means that the better Organic Word of Mouth factors will 
improve the image of the tourist Destination. 
(2) The influence of Amplified Word of Mouth on Destination Image 
Table 22 notes that the Amplified Word of Mouth has influence but not 
significant on the Destination Image at α = 5% (0,050) with a significant of 
0,216 and a coefficient 0,095. It shows that Amplified Word of Mouth that 
consist of community in social media, website about Mount Bromo, 
information from friends or relatives, information from other tourists, 
advertising or publicity, and events attachment influence the Destination 
Image but not significantly. Amplified Word of Mouth happens when company 
launch a bundle of marketing design to show their product at public. The 
coefficient of 0.095 is positive and non-significant relationship. It states that 
form Amplified Word of Mouth on Destination Image is directly influence to 
the level which means that the Amplified Word of Mouth factors will be able to 
improve Destination Image on the tourists but the influence is not significant. 
It is different with previous study by Jalilvand et al. (2012). The result from 
that study suggests that electronic word of mouth positively influences the 
destination image, tourist attitude toward a destination, and revisit intention 
whereas electronic word of mouth is one indicator of the Amplified Word of 
Mouth in this study. 
(3) The influence of Organic Word of Mouth on Revisit Intention 
The results in Table 23 said that the Organic Word of Mouth has positive and 
significant influence on the Revisit Intention at α = 5% (0,050) with a 
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significance of 0,005 and a coefficient 0,352. It shows that Organic Word of 
Mouth have been able to improve the revisit intention of Mount Bromo. The 
value of the coefficient is positive and significant 0.352 states that form the 
relationships Organic Word of Mouth on Revisiting Intention is directly 
influence. It means that the better Organic Word of Mouth factors will 
increase Revisiting Intention on the tourists. It is different with previous study 
by Lo (2012).That study aims to examine the influence of Word of Mouth to 
Destination’s Perceived Value, Perceived Risk, Tourism Satisfaction and 
behavioral intention and other interactions between these constructs. The 
result found that Word of Mouth only affect on Destination’s Perceived Value 
and Perceived Risk but no effects have found significant in tourist satisfaction 
and behavioral intention. 
(4) The influence of amplified word of mouth on revisiting intention 
Table 24 states that the Amplified Word of Mouth has negative influence and 
non significant on the Revisit Intention at α = 5% (0,050) with a significance 
of 0,261 and the coefficient is -0,102. The relationship Amplified Word of 
Mouth on Revisiting Intention has no influence. It means that the level of 
factor Amplified Word of Mouth will not be able to reduce Revisiting Intention 
on the tourists. It is because Amplified Word of Mouth that happen when a 
regional tourism organization launched a campaign design not interesting 
enough in the eyes of tourists. It can not drive many tourists to come and 
enjoy of Mount Bromo. It is different with previous study by Fakharyan et al. 
(2012). The result from that study suggests that online word of mouth 
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communications positively influence tourists’ attitude toward Islamic 
destination and revisit intention. It is also different with previous studies by 
Jalilvand et al. (2012). The result from that study suggests that electronic 
word of mouth positively influences the destination image, tourist attitude 
toward a destination, and revisit intention. Electronic Word of Mouth in that 
study is included in Amplified Word of Mouth in this study. 
(5) The influence of destination image on revisiting intention 
Based on the results in Table 25 argue that the Destination Image has 
positive and significant influence on the Revisit Intention at α = 5% (0,050) 
with a significance of 0,002 and a coefficient 0,382. It shows that Destination 
Image has been able to improve the revisit intention of Mount Bromo. The 
value of the coefficient is positive and significant 0.382 states that the shape 
of the relationship Destination Image Revisiting Intention is directly influence. 
It means that more favorable the factor of Destination Image will increase 
Revisiting Intention on the tourists. The more favorable image will lead to 
higher tourist satisfaction. Higher tourist satisfaction can improve destination 
image and the destination image also affect the behavior intention of tourists 
(revisit intention). 
(6) The indirect influence of Amplified  Word of Mouth on Revisit Intention 
through Destination Image 
Results of statistical analysis of data proved that there are significant 
indirectly between Amplified Word of Mouth on the Revisit Intention through 
Destination Image as indicated by the value of the standardized indirect 
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influence of 0.382. The study found significant and influence indirectly 
between Amplified Word of Mouth on the Revisit Intention through the 
Destination Image. When company or regional tourism organization launch a 
promotion design to show and promote their product at public about Mount 
Bromo it can influence the Destination Image of Mount Bromo. When the 
Destination Image of Mount Bromo becomes more favorable it can make 
tourists come back to the Mount Bromo (revisit intention). 
 
5.4 Findings 
Amplified Word of Mouth has negative influence and non significant on the 
Revisit Intention at α = 5% (0,050) with a significance of 0,261 and a coefficient -
0,102. The relationship Amplified Word of Mouth on Revisiting Intention is inversely 
influence, which means that the level of factor Amplified Word of Mouth will be able 
tonot increase Revisiting Intention on the tourists. Results of statistical analysis of 
data proved that there are significant indirectly between Amplified Word of Mouth on 
the Revisit Intention through Destination Image as indicated by the value of the 
standardized indirect influence of 0.382. The study found significant and influence 
indirectly between Amplified Word of Mouth on the Revisit Intention through the 
Destination Image. 
So, the key variable in this study with use path analysis is Destination Image. 
The destination image is the key variable that links Amplified Word of Mouth to 
Revisit Intention. The direct influence of Amplified Word of Mouth for Revisit Intention 
variable is negative and non significant but the indirect influence of the variable 
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through the Destination Image variable for Revisit Intention variable is a positive 
influence and significance. This indicates that the variable Amplified Word of Mouth 
cannot directly influence revisit intention. Amplified Word of Mouth has through 
Destination Image to give significant influence to Revisit Intention even though 
indirectly. Finally, a regional tourism organization must be aware with efforts to 
increase destination image. A good image about destination tourism can affect to 
revisit intention. Good image of tourist destinations will give the perception or 
suggestion visual at tourists where they will make the place as alternative travel 
them. When they have visited tourist destinations and get the satisfaction they want 
and it probably they will come back (revisit intention) to the tourist destinations in the 
future.  
 
5.5 Limitation of Study 
(1) In this study the respondents are using domestic tourists. The future study 
can use foreign tourists or use both of them as respondents to know the 
difference from the result of both. So, the result can also be more widely. 
(2) This study mentions that the Amplified Word of Mouth has a negative and 
non significant influence on Revisit Intention but if through the Destination 
Image, the influence caused of Amplified Word of Mouth on Revisit Intention 
has a positive and significant influence. More variables needed in this study 
because it different with the previous study. The previous studies mention 
that Amplified Word of Mouth has a positive impact on revisit intention, 




CONCLUSION AND RECCOMENDATION 
 
6.1  Conclusions 
Based on the results of the data analysis, some conclusions obtained in 
this study, which are: 
(1) The result of descriptive analysis is based on data collected from 100 
questionnaires distributed to domestic tourists who have been visit Mount 
Bromo indicates that Mount Bromo is a popular tourist destination among 
tourists, either male or female. Most tourists who come are young tourists 
aged around 17-25 years (70%). Most of the educational background of 
the tourists is high school (60%). In addition, 46% of tourists visiting 
Mount Bromo working as an employee with income <Rp 1,250,000. 
(2) Organic Word of Mouth has a positive significant influence on Destination 
Image of Mount Bromo. It means that more and more tourists who 
recounts their experiences in tour to Mount Bromo, the stronger image 
that was created for Mount Bromo. The good or bad of Mount Bromo 
image is depending on the experience and the satisfaction of tourists who 
have visited Mount Bromo. It because they can be speaker or messager. 
(3) Amplified Word of Mouth has a positive non significant influence on 
Destination Image of Mount Bromo. It means that Amplified Word of 
Mouth which happens when marketers launched a campaign design to 
introduce Mount Bromo as tourism destination will influence the 
Destination Image of Mount Bromo but it’s not significant. 
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(4) Organic Word of Mouth has a positive significant influence on the Revisit 
Intention of Mount Bromo. It means that more tourists are told of his 
experiences in a touring to Mount Bromo will affect the levels of tourists 
visit back (revisit intention) to Mount Bromo. Interesting experience or 
satisfaction felt by tourists visiting Mount Bromo make them told of his 
experiences to others and make them return to visit of Mount Bromo. 
Otherwise, when tourists do not feel satisfaction when visiting Mount 
Bromo will make the tourists did not return to Mount Bromo. 
(5) Amplified Word of Mouth has a negative non significant influence on 
revisit intention. It means any promotional activities conducted by the 
marketers, especially promotional activities by Regional Tourism 
Organization have no influence on revisit intention of tourists. It is 
because the organic word of mouth or the opinions of those who have 
been to Mount Bromo is more effective rather than advertising in 
influencing tourists who will come. 
(6) Destination Image has a positive significant influence on the Revisit 
Intention of Mount Bromo. It means that the good reputation of Mount 
Bromo will increase revisit intention of the tourists to visit Mount Bromo. 
Otherwise, the worse reputation of Mount Bromo as a tourist destination 
will reduce the revisit intention of tourists to visit Mount Bromo. Lastly, 
destination image also affect the behavior intention of tourists. 
(7) Amplified Word of Mouth has a indirect influence on Revisit Intention 
through Destination Image. The study found significant influence of 
Amplified Word of Mouth on the Revisit Intention through the Destination 
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Image. It means Amplified Word of Mouth will influence to the Destination 
Image that can affect the level of revisit intention of Mount Bromo. 
 
6.2  Recommendations 
(1)  Recommendation for the Regional Tourism Organization 
a) The result of the study can be used as input for regional tourism 
organizations in managing marketing strategies related to Mount 
Bromo as a tourist destination by using the Word of Mouth (WOM) to 
increase the number of tourist visit or revisit intention. 
b) The regional tourism organizations should be able to further improve 
the variety and quality of the events attachment, historical and cultural 
attractiveness that can attract tourists to visit Mount Bromo.  
c) The regional tourism organization should pay attention to the 
destination image because it is the key to improve the revisit intention. 
(2) Recommendation for Future Study 
a) The future study is expected to use more respondents in Mount 
Bromo for the study results become more widespread. The future 
study can use domestic and foreign tourist as respondents. 
b) One of results in this study show negative influence and non 
significant that is relationship between Amplified Word of Mouth and 
Revisit Intention. So the futures study is expected to use more 
variables such as satisfaction destination, destination attachment, and 
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Dear Ladies and Gentlemen’s 
Welcome and great pleasure that you are choose Mount Bromo as your 
holiday’s destination. I am a post graduate student of Brawijaya University. I am 
conducting a research on the influence of Word of Mouth (WOM) on Revisit 
Intention with the Intervening Effect of Destination Image (Study on East Java’s 
Tourism Destination, Mount Bromo). I would be greatfull if you like to spend of 




Galuh Ajeng A. 
  
Part I Individual Information 
Please put the sign (√) on its true position 
1. Gender     : (  ) Male (  ) Female 
2. Please indicate your age range  : (  )17-25 (  )26-35  
      (  )36-45 (  )46+ 
 
3. Please indicate your level of Education : (  ) High School 
(  ) Bachelor Degree 
(  ) Upper than Bachelor Degree 
 
4. Please indicate your occupation  : (  ) Government Authority 
(  ) Business Owner 
(  ) Employee 
(  ) Job Seeker 
(  ) Student 
(  ) Others ………………. 
 
5. What is your household income range : (  ) ≤ $ 125 
(  ) $125 - $250 
(  ) $251 - $375 
(  ) $376 - $500 
(  ) > $500 
  
Part II the following questions are designed to analyze the influence of 
WOM on destination image and revisit intention. Please sign (√) to your 
answer: 
1=very disagree 2=disagree 3=neutral 4=agree 5=very agree 
NO Descriptions 
Performance 
1 2 3 4 5 
Organic Word of Mouth      
1 I was told Mount Bromo has a beautiful sight like 
Mount Batok, Pura Poten, and Sea Sand 
     
2 My friend told people around Mount Bromo very 
kind  
     
3 Some people told Cultural attractiveness in Mount 
Bromo very good 
     
4 My family told Mount Bromo has a historical 
destination 
     
5 The other tourists told Mount Bromo can be 
accessed easily from many area 
     
6 The other tourists told Mount Bromo has variety 
and quality of accommodation 
     
Amplified Word of Mouth      
1 I know about Mount Bromo from friends or 
relatives who visited there  
     
2 I know about Mount Bromo from other travelers 
who visited there  
     
3 I know about Mount Bromo from advertising like      
movie, tourism book, brochures, leaflet, etc 
4 I know about Mount Bromo from event in there, 
like Kasodo and “Jazz Gunung” 
     
5 I know about Mount Bromo because I am joined in 
social media (facebook, twitter, blog, line, 
whatsapp,etc) 
     
6 I know about Mount Bromo because I am visited 
the website of Mount Bromo 
     
Destination Image      
1 Mount Bromo very popular, even in the world      
2 Mount Bromo has a good reputation      
3 Mount Bromo has a beautiful sight      
4 Mount Bromo has a historical and cultural very 
attractive 
     
5 Mount Bromo has a good quality service      
6 People in around Mount Bromo very humble and 
friendship 
     
Revisit Intention      
1 I intend to revisit Mount Bromo in the near future      
2 “Kasodo” and “Jazz Gunung” make I would like to 
Mount Bromo more often 
     
3 I interest to revisit Mount Bromo but not in the near 
future 
     
4 It is very likely that I will revisit Mount Bromo next 
time 
     
 
Appendix B. Test of Validityy and Instrumentt Reliability of Organic Word of Mouth Variables 
 
Correlations 
  OWM.1 OWM.2 OWM.3 OWM.4 OWM.5 OWM.6 OWM 









Sig. (2-tailed)  .011 .119 .003 .000 .078 .000 
N 30 30 30 30 30 30 30 
OWM.2 Pearson Correlation .459
*







Sig. (2-tailed) .011  .157 .104 .030 .001 .000 
N 30 30 30 30 30 30 30 







Sig. (2-tailed) .119 .157  .042 .000 .082 .000 
N 30 30 30 30 30 30 30 









Sig. (2-tailed) .003 .104 .042  .080 .033 .000 
N 30 30 30 30 30 30 30 











Sig. (2-tailed) .000 .030 .000 .080  .007 .000 
N 30 30 30 30 30 30 30 









Sig. (2-tailed) .078 .001 .082 .033 .007  .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
*. Correlation is significant at the 0.05 level (2-tailed).     










Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
OWM.1 20.57 11.495 .648 .772 
OWM.2 20.47 13.913 .533 .798 
OWM.3 20.40 13.421 .532 .797 
OWM.4 20.77 14.116 .513 .802 
OWM.5 20.77 10.185 .744 .748 
OWM.6 20.70 13.114 .547 .794 
 
  
Appendixes C. Test of Validity and Instrument Reliability of Amplified Word of Mouth Variables 
 
Correlations 
  AWM.1 AWM.2 AWM.3 AWM.4 AWM.5 AWM.6 AWM 
AWM.1 Pearson Correlation 1 .519
**





Sig. (2-tailed)  .003 .066 .059 .026 .289 .001 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .003  .000 .000 .003 .000 .000 
N 30 30 30 30 30 30 30 











Sig. (2-tailed) .066 .000  .000 .000 .000 .000 
N 30 30 30 30 30 30 30 











Sig. (2-tailed) .059 .000 .000  .008 .000 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .026 .003 .000 .008  .000 .000 
N 30 30 30 30 30 30 30 











Sig. (2-tailed) .289 .000 .000 .000 .000  .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .001 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed).     










Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
AWM.1 16.73 30.202 .431 .895 
AWM.2 17.30 25.459 .755 .844 
AWM.3 17.50 24.534 .802 .835 
AWM.4 16.53 28.189 .694 .857 
AWM.5 17.20 26.303 .727 .849 
AWM.6 17.40 25.972 .710 .852 
 
  
Appendixes D. Test of Validity and Instrument Reliability of Destination Image Variables 
 
Correlations 
  DI.1 DI.2 DI.3 DI.4 DI.5 DI.6 DI 













Sig. (2-tailed)  .000 .000 .000 .032 .000 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000  .000 .000 .000 .000 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000 .000  .000 .000 .001 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000 .000 .000  .001 .000 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .032 .000 .000 .001  .000 .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000 .000 .001 .000 .000  .000 
N 30 30 30 30 30 30 30 













Sig. (2-tailed) .000 .000 .000 .000 .000 .000  
N 30 30 30 30 30 30 30 
**. Correlation is significant at the 0.01 level (2-tailed).     










Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
DI.1 20.67 20.161 .735 .918 
DI.2 20.57 21.013 .899 .898 
DI.3 20.43 19.909 .804 .907 
DI.4 20.57 20.323 .835 .903 
DI.5 21.17 21.316 .674 .925 
DI.6 20.77 21.289 .781 .910 
 
  
Appendixes E. Test of Validity and Instrument Reliability of Revisit Intention Variables 
 
Correlations 
  RI.1 RI.2 RI.3 RI.4 RI 









Sig. (2-tailed)  .000 .001 .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000  .001 .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .001 .001  .000 .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000 .000 .000  .000 
N 30 30 30 30 30 









Sig. (2-tailed) .000 .000 .000 .000  
N 30 30 30 30 30 










Scale Mean if 
Item Deleted 





Alpha if Item 
Deleted 
RI.1 11.87 6.671 .803 .836 
RI.2 12.10 5.886 .791 .846 
RI.3 12.00 8.138 .644 .895 
RI.4 12.03 6.516 .811 .832 
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Male 55 55.0 55.0 55.0 
Female 45 45.0 45.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid 17 – 25 years 70 70.0 70.0 70.0 
26 - 35 years 23 23.0 23.0 93.0 
36 - 45 years 6 6.0 6.0 99.0 
> 45 years 1 1.0 1.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid High School 60 60.0 60.0 60.0 
Bacelor 39 39.0 39.0 99.0 
Upper than 
Bachelor 
1 1.0 1.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Government Authority 8 8.0 8.0 8.0 
Business Owner 7 7.0 7.0 15.0 
Employee 46 46.0 46.0 61.0 
Job Seeker 14 14.0 14.0 75.0 
Student 13 13.0 13.0 88.0 
Housewife 4 4.0 4.0 92.0 
Student 8 8.0 8.0 100.0 
Total 100 100.0 100.0  
 




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid < $ 125 64 64.0 64.0 64.0 
$ 125 - $ 250 24 24.0 24.0 88.0 
$ 251 - $ 375 3 3.0 3.0 91.0 
$ 376 - $ 500 5 5.0 5.0 96.0 
> $ 500 4 4.0 4.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 2 2.0 2.0 2.0 
Disagree 1 1.0 1.0 3.0 
Uncertain 4 4.0 4.0 7.0 
Agree 49 49.0 49.0 56.0 
Strongly Agree 44 44.0 44.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Disagree 2 2.0 2.0 2.0 
Uncertain 33 33.0 33.0 35.0 
Agree 41 41.0 41.0 76.0 
Strongly Agree 24 24.0 24.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 2 2.0 2.0 3.0 
Uncertain 10 10.0 10.0 13.0 
Agree 51 51.0 51.0 64.0 
Strongly Agree 36 36.0 36.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 3 3.0 3.0 4.0 
Uncertain 25 25.0 25.0 29.0 
Agree 48 48.0 48.0 77.0 
Strongly Agree 23 23.0 23.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 3 3.0 3.0 3.0 
Disagree 6 6.0 6.0 9.0 
Uncertain 20 20.0 20.0 29.0 
Agree 47 47.0 47.0 76.0 
Strongly Agree 24 24.0 24.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 7 7.0 7.0 8.0 
Uncertain 33 33.0 33.0 41.0 
Agree 41 41.0 41.0 82.0 
Strongly Agree 18 18.0 18.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 4 4.0 4.0 4.0 
Disagree 6 6.0 6.0 10.0 
Uncertain 14 14.0 14.0 24.0 
Agree 48 48.0 48.0 72.0 
Strongly Agree 28 28.0 28.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 8 8.0 8.0 8.0 
Disagree 20 20.0 20.0 28.0 
Uncertain 18 18.0 18.0 46.0 
Agree 41 41.0 41.0 87.0 
Strongly Agree 13 13.0 13.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 14 14.0 14.0 14.0 
Disagree 23 23.0 23.0 37.0 
Uncertain 31 31.0 31.0 68.0 
Agree 24 24.0 24.0 92.0 
Strongly Agree 8 8.0 8.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 8 8.0 8.0 8.0 
Disagree 16 16.0 16.0 24.0 
Uncertain 26 26.0 26.0 50.0 
Agree 28 28.0 28.0 78.0 
Strongly Agree 22 22.0 22.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 10 10.0 10.0 10.0 
Disagree 18 18.0 18.0 28.0 
Uncertain 36 36.0 36.0 64.0 
Agree 26 26.0 26.0 90.0 
Strongly Agree 10 10.0 10.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 13 13.0 13.0 13.0 
Disagree 24 24.0 24.0 37.0 
Uncertain 37 37.0 37.0 74.0 
Agree 21 21.0 21.0 95.0 
Strongly Agree 5 5.0 5.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 3 3.0 3.0 3.0 
Disagree 3 3.0 3.0 6.0 
Uncertain 20 20.0 20.0 26.0 
Agree 28 28.0 28.0 54.0 
Strongly Agree 46 46.0 46.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 1 1.0 1.0 2.0 
Uncertain 11 11.0 11.0 13.0 
Agree 47 47.0 47.0 60.0 
Strongly Agree 40 40.0 40.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 2 2.0 2.0 2.0 
Uncertain 5 5.0 5.0 7.0 
Agree 30 30.0 30.0 37.0 
Strongly Agree 63 63.0 63.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 2 2.0 2.0 2.0 
Disagree 2 2.0 2.0 4.0 
Uncertain 10 10.0 10.0 14.0 
Agree 42 42.0 42.0 56.0 
Strongly Agree 44 44.0 44.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 3 3.0 3.0 3.0 
Disagree 6 6.0 6.0 9.0 
Uncertain 42 42.0 42.0 51.0 
Agree 33 33.0 33.0 84.0 
Strongly Agree 16 16.0 16.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 2 2.0 2.0 3.0 
Uncertain 35 35.0 35.0 38.0 
Agree 44 44.0 44.0 82.0 
Strongly Agree 18 18.0 18.0 100.0 
Total 100 100.0 100.0  
 
  




Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 8 8.0 8.1 9.1 
Uncertain 16 16.0 16.2 25.3 
Agree 40 40.0 40.4 65.7 
Strongly Agree 34 34.0 34.3 100.0 
Total 99 99.0 100.0  
Missing System 1 1.0   





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 3 3.0 3.0 3.0 
Disagree 13 13.0 13.0 16.0 
Uncertain 23 23.0 23.0 39.0 
Agree 41 41.0 41.0 80.0 
Strongly Agree 20 20.0 20.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 1 1.0 1.0 1.0 
Disagree 7 7.0 7.0 8.0 
Uncertain 21 21.0 21.0 29.0 
Agree 55 55.0 55.0 84.0 
Strongly Agree 16 16.0 16.0 100.0 





Frequency Percent Valid Percent 
Cumulative 
Percent 
Valid Strongly Disagree 2 2.0 2.0 2.0 
Disagree 1 1.0 1.0 3.0 
Uncertain 13 13.0 13.0 16.0 
Agree 53 53.0 53.0 69.0 
Strongly Agree 31 31.0 31.0 100.0 
Total 100 100.0 100.0  
 
Appendixes K. Path Analysis Assumption 
 
1. Normality Assumption 
 
One-Sample Kolmogorov-Smirnov Test 






N 100 100 
Normal Parameters
a
 Mean .0000000 .0000000 
Std. Deviation 2.11941761 2.23548548 
Most Extreme Differences Absolute .054 .084 
Positive .054 .055 
Negative -.045 -.084 
Kolmogorov-Smirnov Z .538 .839 
Asymp. Sig. (2-tailed) .934 .482 








2. Heteroscedasticity Assumption 
 
  
  (model 1)     (model 2) 
 
  
Appendixes K. (continue) 
 
3. Asumsi Linieritas 
 
Organic Word of Mouth Variable on Destination Image Variable 
 
Model Summary and Parameter Estimates 
Dependent Variable:Destination Image     
Equation 
Model Summary Parameter Estimates 
R Square F df1 df2 Sig. Constant b1 
Linear .563 126.446 1 98 .000 6.700 .755 
The independent variable is Organic Word of Mouth.   
 
Amplified Word of Mouth Variable on Destination Image Variable 
 
Model Summary and Parameter Estimates 
Dependent Variable:Destination Image     
Equation 
Model Summary Parameter Estimates 
R Square F df1 df2 Sig. Constant b1 
Linear .191 23.075 1 98 .000 18.653 .309 
The independent variable is Amplified Word of Mouth.   
 
Organic Word of Mouth Variable on Revisiting Intention Variable 
 
Model Summary and Parameter Estimates 
Dependent Variable:Revisiting Intention     
Equation 
Model Summary Parameter Estimates 
R Square F df1 df2 Sig. Constant b1 
Linear .347 52.048 1 98 .000 2.739 .535 
The independent variable is Organic Word of Mouth.   
 
Amplified Word of Mouth Variable on Revisiting Intention Variable 
 
Model Summary and Parameter Estimates 
Dependent Variable:Revisiting Intention     
Equation 
Model Summary Parameter Estimates 
R Square F df1 df2 Sig. Constant b1 
Linear .055 5.755 1 98 .018 12.530 .151 
The independent variable is Amplified Word of Mouth.   
 
Destination Image Variable on Revisiting Intention Variable 
 
Model Summary and Parameter Estimates 
Dependent Variable:Revisiting Intention     
Equation 
Model Summary Parameter Estimates 
R Square F df1 df2 Sig. Constant b1 
Linear .362 55.574 1 98 .000 2.068 .543 
The independent variable is Destination Image.    






Model R R Square 
Adjusted R 
Square 




 .570 .561 2.14116 
a. Predictors: (Constant), Amplified Word of Mouth, Organic Word of 
Mouth 






Model Sum of Squares df Mean Square F Sig. 
1 Regression 590.049 2 295.024 64.352 .000
a
 
Residual 444.701 97 4.585   
Total 1034.750 99    
a. Predictors: (Constant), Amplified Word of Mouth, Organic Word of Mouth  










t Sig. B Std. Error Beta 
1 (Constant) 6.498 1.614  4.025 .000 
Organic Word of Mouth .709 .077 .705 9.257 .000 
Amplified Word of Mouth .067 .054 .095 1.245 .216 




Appendixes M. Path Analysis of Organic Word of Mouth, Amplified Word of Mouth, Destination 





Model R R Square 
Adjusted R 
Square 




 .413 .395 2.27015 
a. Predictors: (Constant), Destination Image, Amplified Word of 
Mouth, Organic Word of Mouth 






Model Sum of Squares df Mean Square F Sig. 
1 Regression 348.008 3 116.003 22.509 .000
a
 
Residual 494.742 96 5.154   
Total 842.750 99    
a. Predictors: (Constant), Destination Image, Amplified Word of Mouth, Organic Word of Mouth 










t Sig. B Std. Error Beta 
1 (Constant) .624 1.849  .338 .736 
Organic Word of Mouth .319 .111 .352 2.864 .005 
Amplified Word of Mouth -.065 .058 -.102 -1.130 .261 
Destination Image .345 .108 .382 3.204 .002 
a. Dependent Variable: Revisiting Intention     
 
 
